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Abstract 
 
Before developing a new product, a market research process must be done in order to identify the 
needs and gaps in the market. In the product development process, needs analysis is the first stage of 
the process and without the need analysis, you are risking your product to fail. The needs analysis 
involves a process of understating the market broadly. 
Understanding the market when or before introducing a new product is one of the critical aspects of 
product development. The process of understanding the market is very deep and intense it can be 
split into two ways, understanding the potential customer and understanding the segment.  
This mini-dissertation will emphasize the importance of understanding the market before introducing 
the new product, it will use the introduction of the Mercedes-Benz X-Class pick up as the case study. 
In order to understand the potential customer few questions needs to be answered such as 
 What type of customer is the target customer 
 What type of the Cab (single cab or Double cab) is preferred 
 What type of usage will the customer use the vehicle for 
There are just a few examples, more questions were asked during the research process, and the 
dissertation will detail that.  These questions will assist and make sure that the new product is well 
understood and positioned correctly when introduced in the market. 
Also, many more questions were asked about the segment itself such as. 
 How is the segment outlook 
 Does the market ready for a premium pick up 
 Who are the major players 
These questions were asked in order to have a clear overview of the segment and the market at large. 
The pickup segment in South Africa is very competitive and overcrowded. It is one of the segments 
that have managed to expand in recent years even in very tough economic conditions.  It is therefore 
not surprising that more and more manufacturers are entering this segment because it shows that it 
has a bright future. This segment has shown resilience in previous years and managed to grow and 
outpaced the industry. 
Convention:  please note the word “Pick-up” was used for practical reasons instead of using the words 
Bakkie or Truck. 
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 1. Chapter One: Introduction 
 
1.1   Introduction 
 
This research study is to investigate and give insight into the importance of understanding the market 
when introducing a new product in a very competitive market. The research will specifically focus on 
the introduction of the Mercedes-Benz X-Class pick-up into the South African market.  
The research itself covered two areas of Engineering Management namely Project Management and 
Product development and Marketing. 
South African pick-up market is very unique and competitive. The market size for a pick-up is more 
than 100 000 vehicles per annum which is about 25% of the entire industry (Bubear, South Africas 10 
best selling bakkies of sept 2017, 2017). The market already has enough competition which is 
categorised into three categories. The premium category which consists of players such as Toyota 
Hilux, Ford Ranger, Nissan Navara, VW Amarok and Isuzu KB. A mid-category which consist of players 
such as Mazda BT50, Mitsubishi Triton, Fiat Fullback and Nissan Hardbody.  The third category consists 
of budget pick-up vehicles such as Mahindra, GWM, Forton and many more. The market has two big 
players namely Toyota Hilux and the Ford Ranger who when combined they have more than 50% of 
the pick-up market share. Other than the two big players, the rest of the players are just average in 
the market. South African market has not less than 15 pick-up products selling, and from the fifteen 
only two has more than half of the sales volumes. Studies are showing that although we have two 
players that are dominating the market, the other players are not necessarily bad products. Actually, 
some of the products are even better than these two dominating players. Most of these products 
failures are mainly because of poor planning during the introduction phase 
The purpose of this research is to address the poor planning that has actually caused so many brilliant 
products to fall short when comparing to the likes of Toyota Hilux and Ford Ranger.  Forming a project 
team consisting of people with different skills and knowledge will assist in addressing the poor 
planning which caused the dismal failures of the other products. In order for the project team to be 
formed, there are certain guidelines that need to be defined. Few questions should be asked,  what is 
the task in hand, what resources needed to complete these task,  what type of skills are required to 
complete the task.  By answering these few questions you are actually putting yourself in a better 
position to form an effective project team. When forming the project team, one has to identify the 
team players and identify their roles in the project  
Project team members must know what the task at hand is, what the target results are and what their 
roles in accomplishing the results are is. The project team must have a project leader/manager whose 
role is to manage and coordinate the project with the project team. 
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1.2  Problem statement 
 
In recent times, there were so many pick-up products that were introduced into the South African 
market. All these products when they first come they bring much excitement to the segment but after 
that, they start to slowly collapse and sometimes completely die and disappear from the market. 
There have been very few newcomers that have managed to enter this segment and make an impact. 
This segment seemed to be very hard to crack for most newcomers. Most of these newcomers are 
sometimes bringing better products when comparing to some existing products but still fail to survive. 
Due to these failures, it is therefore very important that the newcomers in this segment need to make 
a proper market analysis before they think of entering this segment. Product introduction requires 
project management skills.  Project management as a skill is very much in demand in this day.  In the 
present day of globalization, rapid change and development on new technology and customer 
preferences new product development and introduction are an important source of competitive edge 
(Muyengwa, 2014). 
The process of New Product development is regarded as a complex system since it involves lots of 
employees from different departments within the organisation. The demands on product 
development and introduction in terms of speed, cost and accuracy has become more important and 
can only be achieved if the company understand the market properly. 
The objective of this research is to emphasise the importance of market research, this involves the 
task of identifying the team needed to execute the task of doing market research before introducing 
the Mercedes-Benz X-Class pick-up, how many team members are required, what roles will they play 
and what are the limitations and challenges are they facing. An effective project team for the 
introduction of the X-Class pick-up should consist of members from different departments and 
backgrounds.  These team members should be able to address the questions such as   
 Why only two dominant players in the market 
 Why other products are failing to make an impact in the market 
 What are the most important aspects when introducing a new vehicle in the south African 
market 
 Who is the customer for this product  
 What is the customer looking for is such a product 
An effective project team should consist of members such as 
 Project manager – to manage and coordinate the project 
 Product and marketing person - to analyse and understand the market and the products that 
are already in the market.  To identify the gaps and opportunities in the market 
 Sales and planning person – to plan the potential sales volume and stock availability  
 Finance and controlling person -  to manage the budget  and the viability of the project  
 After sales person - to plan and prepare for aftersales support when the vehicle has been 
introduced. 
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The project team has to be lean but effective. Although the task of introducing the vehicle will require 
many other departments it is important to keep the project team small and manageable. 
 
 
 
1.3 Research process 
 
The topic selected for this research is practical based and partially theoretical so most of the 
information will be based on the literature available such as journals, research material, books, 
internet sources and interviews. 
A project management team is a group of individuals who are assembled to perform a specific task, 
this team usually consist of people from different departments and backgrounds within the company 
but in rare cases, the people can be called from external companies to form part of a project team. 
These individuals usually come with a different set of skills and knowledge required for the project. 
The investigation will focus on identifying how the project team can make or break the success of the 
product when introduced in a highly competitive market.  This investigation seeks to showcase the 
roles and responsibility of the project team and the decisions that are sometimes taken by the team 
and cause the failure of the new product in the market. 
 
1.4  Proposed research approach 
 
 
Figure 1: Proposed research approach 
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1.5 Research limitations and constraints 
 
There are numerous studies that have been conducted about the South African automotive industry. 
Most of the studies are focusing on the management and administration of the industry. The recent 
studies were especially focusing on the impact of government legislation and the modernisation of 
the manufacturing sector by supporting local manufacturing. One of the main studies that were 
recently conducted was to evaluate the impact of the MIDP to develop and expand the automotive 
manufacturing in South Africa There are very limited studies on how to enter a new segment in the 
South African automotive industry (Barnes & Black, 2013).  
One of the limitations of this research is the availability and reliability of the data. Most of the available 
data is coming from one source namely National Association of Automobile Manufacturers of South 
Africa. The rest of the data is coming from less reliable and untested sources such as car magazines 
and newspaper articles. 
Some of the data collected from manufacturing companies could not be used for this research since 
it contravenes company compliance and anti-trust policies of those companies.  In general, the South 
African automotive industry has not been thoroughly researched a lot still needs to be done in order 
to understand the industry. 
 
1.6 Conclusion 
 
This chapter was to introduce the topic on, The importance of understanding the market before 
introducing a new product and justify why such a topic is important for academic review.  This topic is 
very critical to be reviewed as the pick-up segment is a very popular and big segment in the South 
African automotive industry.  The pick-up segment is the second largest segment in our market only 
surpassed by the compact car segment.  Mercedes-Benz X-Class will enter a market and a segment 
that is well developed and with customers that know and understand what they want.  It is therefore 
very important that the introduction of this vehicle firstly meet the customer expectation and even 
more critical for this particular vehicles because it is the first pick-up coming from the company and it 
is expected to be luxurious as it is the case with the other models coming from Mercedes-Benz. 
The project team will, therefore, be responsible to deliver a well deserving introduction of this vehicle.  
When a project of this size is being executed there are more important things such as proper market 
research and understanding of the customer which are to be done and be done thoroughly.   
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2. Chapter Two: Literature review 
 
2.1  Introduction 
 
Any research, be it a small independent study for a specific organisation or mini research for university 
studies ( undergraduate) or a formal dissertation for a higher degree its success depends on the quality 
of the research question (Maree, 2007). Typically this must appear at the beginning of the research 
report since the research question is the single most important measure of whether the research is 
good or not. Formulating a good research question can be very difficult therefore it is important to 
invest time and make sure the research question you select is a good question. However, it is difficult 
to ask a good research question if you are generally don’t have a habit of asking a good question. 
When formulation the research question you need to understand the basic fundamentals such as  
 Why the research question is important 
 The features of a good research question 
 How you know whether you have a good research question 
 The different categories of the research question 
 How the research question differs from a field question 
 The difference between the main research question and subsidiary research question. 
2.1.1 Why do you need a research question 
 
Research question specifies what intrigues the researcher and focuses on what you will study.  A 
research question guides you over the period of the research as you try to find the answers to this 
question. A good research question will easily direct you to the appropriate literature sources.  The 
question must assist and guide you on what research literature to read and how to narrow down your 
bibliographic search. A good research question makes it easy for you to focus your data collection and 
prevents you from drifting away from your original purpose (Maree, 2007). 
The research question has to be clearly explained. By saying “clearly explained” means that it is 
necessary to make sure that every aspect of the question is clearly explained and explicit as possible 
(Crescentini & Mainardi, 2009). It is always important to keep in mind that the definition of the 
research question is mostly an autonomous recursive process. At times it is not an easy process to 
define how and when a problem becomes a research question and for some researchers, it may seem 
unnatural to identify the starting point.  
To leave no room for doubt about the research focus, it is recommended to state the theoretical 
problem as a research question (Gopaldas, 2016). While “Who”, “What”, “Where”, “When”, “How” 
and “why” are essential as building blocks of any theoretical phenomenon most top academic 
papers really value the answer to these two research questions  “why” and “How” (Gopaldas, 2016). 
Qualitative research is especially well-suited for developing explanatory “why” and processual “how” 
questions. However, this does not necessarily mean that your research question needs to contain 
the words “why” or “How” (Gopaldas, 2016). 
6 
 
For the purpose of this research, the paper will try to answer some basic question about the pick-up 
market in South Africa. 
 “Why” the pick-up market is dominated by two major payers while there are so many other 
good players in the segment. 
 “How” did these two players manage to dominate the market 
 “What” can be done by the other competitors to come close to these two dominant 
players? 
The selected research topic is particularly suitable to answer the above mentioned theoretical 
questions.  
2.1.2 Research motivation 
 
Why is it important to solve the theoretical problem, by answering this question you are addressing 
the research motivation question. Research motivation also emphasises and clarify the necessity of 
the research. 
2.1.3 What are the qualities of a good research question 
 
Good research questions have many different features, such features are 
 Clear: it leaves no doubt as to what is being proposed for the research 
 Concise: it focuses sharply on the point of interest and is stated in a clear and specific way. 
 Operational able: It can be executed or implemented in practice 
 Theoretically rich: it leads to other questions 
 Open-ended: It is posed in a way that suggests no obvious answer 
 Self-explanatory:  It speaks for itself 
 Puzzle features: it addresses some deep mystery in the literature or complex social 
problems. 
2.1.4 How are research questions different from interview questions? 
 
A research question is a broad overall question to which you seek for answers (Maree, 2007). A 
research question is different from the questions that you might put into a scheduled interview or 
appear in a questionnaire for data collection purposes. It is sometimes common that the researcher 
confuses the research question with the interview or questionnaire questions 
2.2  South African Automotive industry 
 
South African automotive industry is one of the largest manufacturing sectors in the country and has 
a long history of government support. Between years 1995 -2012 it was subjected to a programme 
called Motor Industry Development Programme (MIDP) which has been the most substantial industrial 
policy since 1994, because of the impact it has done to the industry and the powerful incentive 
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structure it has established. (Barnes & Black, 2013) The automotive industry in South Africa has grown 
under serious levels of protection.  The MIDP programme is to reduce the tariffs on the imported 
models and provides strong support for exports. 
Under this protection a considerable diversified development took place, however, the industry was 
highly inward-oriented. A process that started in 1989 and accelerated in the introduction of MIDP in 
1995, the industry has increasingly been exposed to international competition as the government has 
pursued to make it more competitive and encourage more rational industry structure and exports.  
“Lower tariffs were accompanied by import-export complementation arrangements, which enable 
firms to rebate import duties by exporting. As a result of these measures the industry has been 
through a period of rapid international integration and structure change” (p. 3) (Barnes & Black, 2013). 
While the views on the MIDP programme vary, Hirsch (2005) cites the MIDP as one of the industry 
success of the time and argues that this well thought and well-designed motor industry development 
programme has strongly assisted the automotive assembly and components sector in the country 
(Barnes & Black, 2013). 
2.3   The development of the South African automotive industry 
 
The South African vehicle market grew very strongly from 1950 to the early 1980s with the sales 
volumes increasing ten folds in this period (Barnes & Black, 2013). However, in the 1980s, the market 
stagnated due to the economy entered a phase of very slow expansion with growth affected by 
political instability and international isolation. After 1994 the market started a gradual recovery and 
after 2002 sales grew strongly boosted by the rise in personal incomes, a strong currency compare to 
the US dollar and Euro, low-interest rates and reach record levels of 714000 units in 2006. Since the 
global financial crisis of 2008, the sales have plummeted but recovered slightly to reach 624 000 units 
in 2012. 
South Africa has also established itself as one of the preferred assembly destinations in the African 
continent. As of 2013, there were seven producers of light vehicles in South Africa and there have 
been no new entrants into the assembly industry over the last 10 years. However, there has been a 
significant increase in foreign ownership of the assembly plants.  Currently, all assembly plants in the 
country are wholly owned by multinational companies.  This was not the case in the late 1980s and 
early 1990s when most assemblies were under local ownership. 
The same trend of foreign ownership is visible in the components sector, which numbers some 350 
companies. The majority of big components companies (500+ employees) are now foreign-owned. 
The table below shows the production and exports of passenger cars / light commercial vehicle -1995 
to2012. 
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Table 1: Production and Exports of Passenger Cars/Light commercial vehicles -1995 to 2012 
  Passenger Cars Light Commercial vehicles 
  Market Exports 
as a % 
of total 
Market Exports 
as a % 
of 
Total 
  Domestic Exports Total Domestic Exports Total 
1995 233512 8976 242488 3.7% 127363 6356 133719 4.8% 
1996 231616 3743 235359 1.6% 128516 7125 135641 5.3% 
1997 215784 10458 226242 4.6% 113204 8000 121204 6.6% 
1998 174870 18342 193212 9.5% 98056 6806 104862 6.5% 
1999 159944 52347 212291 24.7% 95326 6581 101907 6.5% 
2000 172373 58204 230577 25.2% 104121 9148 113269 8.1% 
2001 172052 97599 269651 36.2% 113111 10229 123340 8.3% 
2002 163474 113025 276499 40.9% 101959 11699 113658 10.3% 
2003 176340 114909 291249 39.5% 102007 11283 113290 10.0% 
2004 200264 100699 300963 33.5% 123467 9360 132827 7.0% 
2005 210976 113899 324875 35.1% 146933 25589 172522 14.8% 
2006 215311 119171 334482 35.6% 159469 60149 219618 27.4% 
2007 169558 106460 276018 38.6% 156626 64127 220753 29.0% 
2008 125454 195670 321124 60.9% 118641 87314 205955 42.4% 
2009 94379 128602 222981 57.7% 85663 45514 131177 34.7% 
2010 113740 181654 295394 61.5% 96823 56950 153773 37.0% 
2011 124736 187529 312265 60.1% 108704 84125 192829 43.6% 
2012 121677 153196 274873 55.7% 112118 123623 235741 52.4% 
Source: (Barnes & Black, 2013) 
 
 
2.3.1 Production and exports of passenger cars/ light commercial vehicles -1995 to 
2012 
 
The figure below shows the production and exports study in the years between 1995 and 2012, the 
study did not include heavy commercial vehicles and extra heavy commercial vehicles.  
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Figure 2: Vehicle production and Exports of Passenger cars / Light commercial vehicles – 1995 to 2012. Source: (Barnes & 
Black, 2013) 
 
2.4  Using market information in product development and introduction 
 
Understanding the market and delivering new products that meet and exceed customer expectations 
have been identified as the two most critical factors in new product success (Sondergaard & Harmsen, 
2007). In recent times this has been expressed as a need to get a higher degree of market orientation 
during product development. It has been argued that the first step in the market-orientated product 
is to develop an understanding of what kind of information is required for product development.  The 
market information is important only when you have the right kind of market information. Although 
both the importance and the effective use of market information are generally emphasised, limited 
research exists on the concrete implementation (Sondergaard & Harmsen, 2007). 
One of the aspects of understanding your market is to understand your customers.  As (Walker and 
Olson, 1991) cited by (Sondergaard & Harmsen, 2007)Studies suggest that, to understand what 
consumers look for in a product we must look beyond simple product characteristics.  As (Guttmann, 
1982) cited by (Sondergaard & Harmsen, 2007) consumers do not simply buy the product for the sake 
of buying but they seek benefits and seek products that contribute to life values. This argument is 
even more relevant when buying a new vehicle. 
When gathering market intelligence, it is important to know what the consumer know about a certain 
product. This parameter is not new in product development and determining the need to introduce 
the new product into the market. Another aspect which will have an impact on the consumer to adopt 
your product relates to how the consumer – over time- experiences the product (Sondergaard & 
Harmsen, 2007).  The decision to buy is based on the expectation about quality which is formed before 
the product is purchased based on the knowledge and the available information, even though the 
quality can only be experienced after the purchase during utilization. To add up, all collected market 
information should reveal the desired product in the market (Sondergaard & Harmsen, 2007). 
1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012
Production and Exports of Passenger cars / light commercial vehicls -1995 to 1012 
Market Domestic Market Exports Market Total Exports as a % of total
Market Domestic Market Exports Market Total Exports as a % of Total
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2.5  Collecting the right kind of information 
 
When collecting information about the market, one should consult the relevant industry stakeholders 
such as consumers and perform some interview and ask the consumer to rate the product against the 
competitors. Evaluate all the existing products and gather information about their quality and the 
perception from the consumer. History and heritage on certain products are regarded as the backbone 
of their success. 
The issue of becoming market-oriented when introducing a new product seems to have gained a new 
level of interest (Biemans & Harmsen, 1995). Numerous companies are confronted by ever-changing 
market conditions and find themselves announcing all kinds of restructuring to emphasize that they 
are still market relevant. In one example,  “in 1994 IBM revealed that its worldwide marketing force 
will be organised according to 13 vertical industry groups, rather than products, headed by general 
managers with both consulting and industry groups” (Biemans & Harmsen, 1995). 
The first step for the market researcher is to evaluate and assess the various marketing database that 
is available such as customer information, research data and many other bits of intelligence 
(Whitehead, 1988). Market analysis is to link all of this information to a large external database which 
is managed and structured on a geographic basis (Whitehead, 1988). One of the important databases 
is the statistics from the census. The results of the market analysis are put on computer systems which 
can provide some understanding into the market patterns and also identify some marketing 
opportunities (Whitehead, 1988). 
 
2.6  Efficient dissemination and use of market information 
 
Collecting the right kind of information is only the first part of having improved market orientation in 
product introduction. As (Lynn and Skov, 1999 and Ottum and Moore, 1997) cited by (Sondergaard & 
Harmsen, 2007)  the dissemination and effective use of the information is one of the requirements in 
understanding the market. Studies have shown that even if the information is collected, the effective 
use is very minimal unless the involved parties recognise the value of the information. This minimum 
use of the data collected sometimes is based on the culture, i.e. is the market information considered 
to be valuable in the company,  i.e. is the team receiving the information able to extract the value 
based on the content and the form of the market information. 
2.7  How to define a market-oriented product 
 
Market-oriented products are defined as: “New products which are based on the generation of market 
information and dissemination of the information across departments and responsiveness of various 
departments to it” (Biemans & Harmsen, 1995).  Focusing on market intelligence as a central point, it 
emphasizes once more that this information refers to all information that influences the consumer 
decision, preference and needs. In the case of industrial markets, market intelligence refers to 
information such as: 
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 Customer needs and preferences 
 Competitors 
 Government regulations and other external factors 
 The customer competitors 
 Government regulations and others in the customer's industries 
 The needs and preferences of the customer’s customer. 
2.8  Importance of a market orientation 
 
To define the concept of market orientation, numerous studies have investigated the relationship 
between being market-oriented and business performance.  Market orientation of company 
performance is the determining factor of its performance.  As (Langerak et al., 1994) cited by (Biemans 
& Harmsen, 1995) a study conducted by Dutch and Belgian companies found that of the four main 
criteria 
 return on investment  
  sales growth 
 Customer loyalty 
 Successful new product introduction 
Only the last criteria were identified as related to market orientation.  For a number of years, the 
product development studies have stressed the critical role of market orientation in achieving new 
product success. In 1979, Cooper concluded that “a strong market orientation makes all the difference 
when it comes to separating successful and unsuccessful industrial new products. The factors related 
to the concept of market orientation when developing and introducing a new product are: 
 The degree of contact with the market/customers during product development 
 The degree of upfront marketing 
 Representation of the marketing function in the development process 
 Knowledge about market and competitors 
 Having marketing competence 
 The use of advanced marketing research techniques 
 The degree of product superiority (from the customer's point of view) 
As (Cooper, 1994) cited by (Biemans & Harmsen, 1995) reports the results of a study that was 
conducted by the chemical industry of the product development process which closely mirror  the 
results of the similar investigation which was done in other industries. 13 factors were identified as 
the discriminate factors between successful and unsuccessful new products. Those 13 factors are: 
 A superior product 
 Quality marketing action 
 Solid upfront homework prior to the development  
 Attractive markets 
 Sharp and early product definition 
 A quality launch 
 High synergy 
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 Low-risk, important purchase 
 Cross-functional team approach 
 Familiar, known arenas 
 Quality technological actions 
 Non-product advantages 
 Innovativeness. 
 
2.9 Research and development process for new product 
 
As highlighted in the previous chapter that this research will cover two areas of Engineering 
Management namely Project management and Product development and Marketing.  In the area of 
project management the research will highlight the formation of the project team and advantages.  
This team will be formed to oversee the project from the beginning till the vehicle is introduced to the 
market.  
 This project team often involve people from different departments   such as Product management 
department; Sales and planning department; Marketing department; Finance and controlling 
department and Aftersales department.  Usually there are meeting that are held timeously to give a 
status update of the project and also to address any open topics or risk that have been identified. 
The theory of Project Management has advanced since the early 1950s. Until then, basically all 
operational and development activities were managed within the normal functional management 
hierarchy with management power and control concentrated only at the top (Bowenkamp & Kleiner, 
1987).   The traditional management concepts have evolve primarily in the beginning of the 20th 
century through the observation of mass production operations. Project management notions and 
tools have progressed in reaction to the differences between on-going operations and the temporary 
nature of projects. The notions and tools of project management have generally progressed from the 
heuristically learned and adapted experimental efforts of project managers who have been involved 
in the management of several different projects over time (Bowenkamp & Kleiner, 1987) 
To execute the introduction of the Mercedes-Benz X-Class a similar team was formed to manage that 
task. It is clear therefore that project management was involved in the research. 
Research and development department is one of the critical departments when planning to develop 
a new product. Research and development have numerous steps that need to be covered before a 
decision is made to develop a product.  Identifying the gap in the market is one of the stages needs 
to be identified.  
Product development and Marketing will be the other key areas of focus for this study. Product 
development and marketing has few critical steps that need to be addressed before the product is 
developed. Such steps are: 
 Market research 
 Feasibility study 
 Research and development 
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 Testing 
 Attitudes and use 
 Introduction 
Most new products start as an idea, in some cases this is might be very simple since the new product 
might be based or similar to an existing product. However in some instances the new product may be 
something revolutionary and unique, which may mean the process of product development might be 
much intense and involved. In most cases some of the leading manufactures have formed special 
departments that are solely focused on bringing up new ideas which might come up with “the next 
big thing” (ProductLifeCycleStages, 2019). 
Market research is one of the key areas in product development. Market research enables the 
company to see if there an opportunity and demand for the new product (Brands, 2013). This also 
assist in identifying which specific features need to be developed in order to address this potential 
demand. After the market research is completed it’s easy to move to the next step of the process 
which is the development stage.  The deployment stage will focus on binging prototypes and modified 
them to a finished product that will be ready for consumers (ProductLifeCycleStages, 2019). 
Feasibility studies in general aim in identifying opportunities and risks of projects which are planned 
of already in process.  Feasibility studies usually focuses on different aspect of the project. The five 
areas of feasibility study are referred to by an acronym TELOS which is Technical, Economic, Legal, 
Operational and scheduling (Bause, Radimersky, Iwanicki, & Albers, 2014). 
In most cases when the new product is introduced, the testing phase of the product is very intense 
and sometimes it involves the actual consumers to do the testing themselves.  These testing’s in most 
cases shows the actual customer review of the product and assist in identifying areas of improvement 
before the final product is launched (ProductLifeCycleStages, 2019). 
Attitudes and Use is the stage where the developer seek to understand on how the consumer will use 
this product.  For this Mercedes-Benz X-Class study the consumer attributes were very important as 
they were indicating on how the product must be introduced and positioned in the market. 
Below is the chart flow of product development stages. 
Product development stages are shown in Figure 3 below. 
 
Figure 3: Product development stages for new product – source: (ProductLifeCycleStages, 2019) 
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Feasibility 
study
R&D Product 
Management
Attitudes and 
use
Market  
opportunity 
study
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2.10  Global market trends – midsize pick-up 
 
When planning to introduce a new product in a highly competitive environment it is very important 
to do your homework, it is very important to understand the specific market you going into 
furthermore to understand the global outlook and trends for the similar products that are already 
active in markets.  Mid-size pick-ups globally are growing and the outlook is very positive, it shows 
that this segment will grow by 43%  and reach 3.2 million units by the year 2026 (Figure 10: Global 
pick-up sales and projections until 2026 . In the USA the world’s second largest automobile market, 
their bestselling models are the pick-up trucks. The USA market is different from most markets since 
they are preferring full-size pick-up compare to the mid-size pick-up, however, the sales trends and 
outlook is similar to the markets with mid-size pick-ups. 
As (Figure 10: Global pick-up sales and projections until 2026  shows that the pick-up segment has the 
growth outlook of 43%, it is clear that this segment is a very interesting segment even more so to the 
automotive manufactures like Mercedes-Benz which are in an expansion phase and explore segments 
that shows great potential.  
Mercedes-Benz has a very strong passenger car and heavy duty commercial vehicles portfolio however 
in the light commercial vehicles they are relatively very small.  In the light commercial vehicles they 
only have vehicle models like the Mercedes-Benz sprinter, Vito and V-Class. With only these three 
models Mercedes-Benz quickly realise the expansion they desired was never going to be easy 
therefore a new and exciting model was the only way. Without any doubt a new model in the midsize 
pick-up segment was one of the obvious choice considering the 43% potential growth in the segment. 
Mercedes-Benz vans identified 7 key markets for a pick-up to conduct a research on. All these 
identified markets for the research had an average sales volume of 100 000 units per year.  . Mercedes-
Benz Vans conducted a study for the introduction of their mid-size pick-up in key 7 markets. These 7 
markets were selected based on their performance in the mid-size pick-up performance and outlook.  
These markets are: 
 North America region - Mexico 
 South American region - Argentina and Brazil 
 Europe region  - the UK and Turkey 
 Africa    - South Africa 
 Australia  - Australia 
South Africa was one of the identified key markets because it has a very strong pick-up segment. As 
Figure 5:  New Vehicles registration – pick-up market from 2014 to 2018.  Source: (Vermeulen, 2017) 
shown, this segment has been averaging 98000 units since year 2014. In all these markets, pick-ups 
are very popular and sometimes they are the best selling vehicles. These markets have a very similar 
product line ups.  Toyota Hilux, VW Amarok and Ford Ranger are available in all 7 identified markets.  
15 
 
The Chevrolet Colorado is only sold in 4 markets namely: Argentina, Brazil, Mexico and Australia. The 
same thing is happening with the Isuzu D-Max, it is only available in these markets: Australia, South 
Africa, Turkey and UK (Figure 11: Selected countries survey to understand the pick-up market). This 
shows clearly that not all vehicles are suitable for all markets. Every market is unique and selects the 
products that are suitable for its operational needs. 
 
2.10.1 Engine type – petrol engine /diesel engine 
 
The other important factor when trying to understand the market is to understand which engine type 
is preferred by each market. Based on the data collected shows that most markets prefer diesel 
engines for their mid-size pick-ups except Mexico which they prefer Petrol engines (Figure 13 Engine 
type preference. The engine type preference can sometimes be guided by the availability of the fuel 
and the cost of the fuel. 
 In some countries, there are strict regulations with regard to the grade of diesel that can be used on 
passenger vehicles and that can lead to higher emission TAX when purchasing the vehicle. Currently 
South African Regulation on emissions is Euro 3 standards for vehicles used or categorised as 
commercial vehicles. For commercial vehicles that are above Euro 3 standards the customers are 
exempted from the emission TAX (MBVans, Market Analysis South Africa, 2012).  
The availability of cleaner fuels that can accommodate the new high tech engines can also be a reason 
for certain markets to prefer a certain type of engine. Currently Mercedes-Benz is offering Euro 6 
diesel engines on passenger vehicles, these engines can only accommodate 50ppm and above diesel 
type (MBVans, Market Analysis South Africa, 2012). Currently in the South African market 71% of pick-
up customers prefer the diesel engine (MBVans, Market Analysis South Africa, 2012). 
Operational conditions can also determine which type of engine the market chooses. In cases where 
the vehicles are used as business vehicles, the engine of choice might be different from the case where 
the vehicle is used for private use only. The cost of the fuel can also be a determining factor even 
worse for the vehicles used for business where the operational cost make part of the decision to 
purchase a specific engine type. 
 
2.10.2 Engine power output 
 
Engine output is also a determining factor when purchasing your pick-up. Mexico was a leader when 
it comes to engine power output, well that was not surprising since they are the only market that 
mostly preferred petrol engines for their pick-ups.  54% of Mexican pick-ups are 130KW and above. 
The rest of the markets have good power outputs even though they use diesel engines, with all 
markets averaging above 105 KW (Table 6: engine power output preferred by the markets. 
South African market has an average power output of 115 KW (MBVans, Country comparison Report, 
2012). While the 115KW is an average power output, the biggest share of the pick-up segment is 
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actually between 110KW – 130KW.  The bestselling vehicles in this segment is the Toyota Hilux and 
the Ford Ranger both these competitors are in these range of 110 -130KW hence the average power 
is at 115KW (MBVans, Country comparison Report, 2012). 
 
2.10.3 Cabin type 
 
The double cab was identified as the cabin of choice in all these markets.  Australia and South Africa 
are the two markets that also sell a good number of single cabs. On both South Africa and Australia 
they sell an average of 20% on single cabs which is significantly higher when comparing to the other 
markets which are averaging around 10% of market share. Only in South Africa, UK and Australia they 
have extended cab, however, their share is very small compared to the other cab types (Figure 15: 
Cabin type preference by each market in % format .  
 
2.10.4 Transmission type 
 
Transmission type is also the determining factor when purchasing the pick-up. According to the study 
conducted on these 7 selected markets, the manual transmission was identified as the transmission 
of choice. All markets average more than 69% market share for manual transmission. Since customers 
believe that a pick-up should be tough and robust, it might be the reason for the manual transmission 
to be the preferred choice.  The cost of maintenance could also be a reason why customers choose 
manual transmission.  In markets such as Argentina, South Africa and Turkey manual transmission are 
more than 90% of the share (Figure 16: Split between Manual transmission and the Automatic 
transmission from the survey.  
 
2.10.5 Equipment of the pick-up   
 
The specifications /equipment of the vehicle is very important when making a decision to purchase. 
Since these vehicles are used for both business and private there are features that are suitable for 
business and some suitable for private use, therefore the vehicle should be equipped with a wide 
range of equipment. One of the popular features on pick-ups is the differential lock. In almost all 
markets this option is very popular, this is not surprising since these vehicles will have to tow heavy 
loads when operating as business vehicles and would do some off-roading when used as a private 
vehicle. 
Tow bar also appeared to be popular with pick-up owners. This feature also is used a lot in business 
and private operation of the vehicle. 
The navigation system is popular with European markets. The reason for this feature to be popular in 
Europe is because the pick-up owners are using their vehicles as a vehicle of choice when going on a 
holiday to countryside and even cross border holidays. 
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 Safety is also an important aspect when deciding to purchase the vehicle. ESP and Downhill assist is 
the most popular feature for customers. Since these vehicles sometimes find themselves in gravel 
roads a safety feature like ESP is very important as it assists the driver on those road conditions. 
Downhill assist is very important when doing intense off-roading. 
 
2.11 South African pick-up market 
 
South African automotive industry is global integrated with contribution of R3.991 billion to the 
country’s gross domestic product in 2015 (Pheko, Bick, & Barnardo, 2017).  The manufacturing sector 
is one of the important sectors in supporting a sustainable growth of the economy, it also possesses 
one of the highest employment numbers out of all economic sectors in the country (Pheko, Bick, & 
Barnardo, 2017). 
In 2015 the South African automotive industry had more than 55 brands and 2872 model derivatives 
of passenger cars to choose from which makes the market one of the most competitive trading 
markets in the world (Pheko, Bick, & Barnardo, 2017).  The top three selling brands in the country are:  
 Toyota – Toyota South Africa Motors ( TSAM) 
 Volkswagen – Volkswagen Group SA (VWSA) 
 Ford – Ford Motor Company of Southern Africa (FMCSA) 
TSAM had the biggest market share at 19.9% in 2015 (Pheko, Bick, & Barnardo, 2017).  One of the 
models that has been performing very well for the in the market is the Toyota Hilux. The Toyota Hilux 
falls in the category of light commercial vehicles which refers to vehicles weigh less than 3501 kg 
(Pheko, Bick, & Barnardo, 2017).  
 In the light commercial vehicles segment there were about 31 brands with 625 model derivatives 
available in 2015.  This makes it one of the hotly contested segment in the industry. South Africa is 
regarded as a pick-up country because of its vast open terrain and as its agricultural industry. It is 
therefore not surprising that some of the top manufactures decided to manufacture their pick-up in 
the country. In 2015 there were handful of manufactures producing their pick-ups in South Africa 
namely Toyota Hilux, Ford Ranger, Nissan NP 200 and NP300, Chevrolet Utility and Isuzu KB.  It is 
therefore not surprising that all these locally manufactured pick-ups were amongst the top ten selling 
vehicles in the country. 
The South African pick-up market is divided in two categories based on the body size. We have half 
ton pick-ups which is mainly dominated by two models the Chevrolet Utility and Nissan NP200.  We 
then have a 1ton segment which is dominated by the Toyota Hilux, Ford Ranger and Isuzu KB.  This 
segment is further more divided into cab types.  In the South African pick-up market we have three 
different types of cabs namely the Single cab, Extra/ extended Cab and double cab. 
In recent years the pick-up segment has seen an increased refinement and high levels of luxury which 
are similar to what passenger cars are offering. Due to these improvements, the pick-up segment has 
gain more reputation in the South African automotive industry. 
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 Pick-ups has been for many years regarded as the faithful work horse to many businesses especially 
in the agricultural sector (Pheko, Bick, & Barnardo, 2017).  Pick-ups has proven it’s self as the vehicles 
that can offer both functionality as a day to day family vehicle and off-road capabilities for weekend 
activities. 
The South African pick-up market has for years been dominated by two main competitors, namely 
Toyota Hilux and the Ford Ranger. In the late 1980s and early 1990s, Mazda and Isuzu were also the 
main and dominant players in the pick-up segment. However their impact has been fading away 
slowly, one of the reasons for their diminishing dominance is their slow pace in responding to 
customer needs.  
 Pick-ups are no longer just a vehicle to be used to haul heavy loads. Most competitors have for a long 
time stick to the old principle of categorising the pick-up as a workhorse, not a family vehicle. This is 
one of the downfalls on some of the competitors.  Most of the competitors in the pick-up segment 
have failed to adapt and understand the changing customer needs. The products that have been 
successful have one thing in common, they have managed to adapt in time and accommodate the 
new type of customer and their needs (Vermeulen, 2017). 
Most pick-up customers especially the double cab customers are using their vehicles as family cars. By 
just looking at the two main competitors Toyota Hilux and Ford Ranger, it is unquestionably clear that 
they have changed their products to be more family orientated than just being a workhorse 
(Vermeulen, 2017). The most dominant players have improved their products by looking at 
characteristics such as  
 Safety  
 Comfort 
 Reliability 
 Price 
 
2.11.1 Safety 
 
Since these vehicles are used as family cars, safety is one of the important features that is taken into 
consideration by the consumers when making a decision of buying a product. Consumers want to 
know what safety feature is in the vehicle and how do they assist and make their lives easier.  Some 
of the safety features that the consumers look for are braking systems, driver assists systems, airbags, 
collision assist systems and many more technologies that make these cars easy to operate and safe. 
 
2.11.2 Comfort 
 
The comfort of these vehicles is very important to consumers.  Comfort includes features such as 
interior space, interior fitment and the functionality. A feature like the automatic transmission is very 
critical when making a decision to buy these vehicles.  80% of the double cabs sold in the country are 
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fitted with automatic transmission. The Ford Ranger and VW Amarok are considered to be leaders in 
the market in terms of comfort hence they are selling well. 
 
2.11.3 Reliability 
 
Believe it or not, reliability is one of the main consideration when consumers decide to buy these 
vehicles. It is unquestionable that Toyota Hilux has been for years considered to be the most reliable 
pick-up in the South African market. It is therefore not surprising to see the product selling well  
 
2.11.4 Price 
 
The price is a big consideration when deciding to buy in this segment. Since most of the products are 
very close in performance and functionality, price positioning becomes very important for the success 
of the product. 
Prices positioning is very important to the consumers when making purchasing decisions. The vehicles 
listed in table 2 below are the top of the range models in their product portfolios.  Mercedes-Benz X-
Class is already at price premium of 16.1% above the next close competitor (VW Amarok).  This price 
premium might be seen as positive or negative by the consumer. In the South African Pick-up market 
it is the first time a product breach the 800 thousand rand mark.  While the consumer understands 
that Mercedes-Benz is known for its luxurious, safety and prestigious passenger car models it is 
unknown in the pick-up market. It is rather unusual for a new product to be positioned so way up in 
the scale even more so when you look at the best two selling products in this segment namely the 
Toyota Hilux and the Ford Ranger.  
The Toyota Hilux and the Ford Ranger are at price position of 4.5% of each other and their price 
position is at the region of 600 000 Rand.  These two competitors are actually holding more than 60% 
of the market share between them, with that as a reference it is  very clear that the consumer in this 
segment is comfortable to pay in the region of R600 000 for their vehicles. 
Mercedes-Benz X-Class is positioned at price premium of 37% above the Toyota Hilux and it remain to 
be seen if this price difference will be acceptable to the consumers.  37% can be viewed as extremely 
high by the customers as it actually pushes the price of the X-class to breach the R800 000 price mark.  
 
 
Table 2:  Price table of the main competitors. Source (Smith S. , 2018) 
Product  Model  Price  
Toyota Hilux  2.8GD  4X4 Raider  R    595 700.00  
Nissan Navara 2.3D 4X4 LE  R    605 900.00  
VW Amarok 2.0Bi TDI 4Motion  R    705 700.00  
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Ford Ranger 3.2D  Wildtrak 4X4  R    624 900.00  
Isuzu KB KB300 D-TEQ  4X4 LX  R    580 600.00  
Mercedes-Benz X-Class X250d  4Matic  R    819 298.00  
 
 
Figure 4. Price of the main competitors. Source (Smith S. , 2018) 
 
2.12  New vehicles registration pick-up segment 
 
The pick-up segment in South Africa is one of the biggest segment in the automotive industry. Looking 
from the years 2014 the pick-up segment has been maintaining average sales of about 98 000 units 
per year, this is by far one of the biggest segment in our automotive industry. The total automotive 
sector in 2014 sold 643 744 vehicles this number includes all segments starting from passenger cars 
to the heavy trucks and buses (Bubear, New Vehicle sales in SA: 2018 compared to 2017, 2019).   
Looking in table 3 below it shows that the sales numbers decreased in the following years however 
the pick-up segment maintained its share and that is clearly shows the resilience of the segment.  It is 
therefore not surprising that Mercedes-Benz has decided to involve themselves in this segment. 
Looking at the sales trends it shows that not only the pick-up segment is maintaining the annual sales 
it actually increase its share in the entire automotive industry. 
Table 3: New vehicle sales in South Africa 2014 -2018. Source: (Bubear, New Vehicle sales in SA: 2018 compared to 2017, 
2019) 
Sector 2014 2015 2016 2017 2018 
Passenger cars 438938 412397 361265 368114 365246 
Light commercial 173492 174812 159316 163317 159452 
Medium commercial 10780 10522 8436 7890 7913 
Heavy truck & Buses 20534 19919 18535 18382 19579 
Total 643744 617650 547552 557703 552190 
 
R595,700.00 R605,900.00 
R705,700.00 
R624,900.00 R580,600.00 
R819,298.00 
2.8GD  4X4 Raider 2.3D 4X4 LE 2.0Bi TDI 4Motion 3.2D  Wildtrak 4X4 KB300 D-TEQ  4X4
LX
X250d  4Matic
Toyota Hilux Nissan Navara VW Amarok Rord Ranger Isuzu KB Mercedes-Benz X-
Class
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Figure 5:  New Vehicles registration – pick-up market from 2014 to 2018.  Source: (Vermeulen, 2017) 
 
2.13  Sales split by model 
 
pick-up sales by model. Source:Figure 6 below demonstrate the sales performance of the puck-up 
segment in the years 2016 and YTD November 2017.  It clearly shows that the segment was stable at 
about 95000 units per annum.  The figure 6 further shows which vehicle models were the most selling 
models in the reviewed period. For the year 2016 Toyota Hilux and Ford Ranger were the dominant 
players with market share of 38% and 35% respectively. The next best competitor was Isuzu KB with 
market share of 13%.  This clearly shows that this segment is owned by these two top competitors.   
The picture was similar for 2017 with Toyota Hilux and Ford Ranger maintaining their dominant 
positions and their market shares.  It is therefore clear that whoever wants to enter this market would 
need to take a closer look to these competitors and try to figure out what are they doing so well to 
dominate other competitors like this. 
These two competitors also have a single cabs in their product line up, this could be the reason for 
their big market share. It is unfortunate that there is no data that clear show the split between the 
single and double cab sales of their products.  Some of the models such as VW Amarok and Nissan 
Navara are only offering doubles cabs vehicles only, this could be the reason for these models to sell 
very minimum compare to the two dominant players. 
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Figure 6:  pick-up sales by model. Source: (Vermeulen, 2017) 
 
2.14   Understanding the South African automotive consumer 
 
In today’s very tough and competitive environment it is very dangerous to treat the consumers as a 
single homogenous group (Kucuk, 1999). Even huge markets are divided into small mini markets, each 
with its own special needs. The approach of recognising the heterogeneity in the market is known as 
segmentation. It is important to acknowledge that each customer segment has its own demand based 
on the price of the product, product image, product characteristics and product performance (Kucuk, 
1999).   
The concept of market segmentation is followed by the concept of product differentiation, which 
underlines product differences to attract buyers. Both market segmentation and product 
differentiation are in most cases applied simultaneously to achieve a successful competitive edge.  
In product differentiation the marketer promotes the differences between his product and the 
competitor’s product, in the South African motor industry specifically in the pick-up segment product 
differentiation is a common practice.  Popular products like Toyota Hilux and Ford Ranger have been 
successful in product differentiation as they present their products as being different from the rest. 
Product positioning is also key to understanding the market. The product must have a clear identity 
and a clear target customer. It is therefore very important to carefully identify the ways in which the 
product distinguish its self from the competitors. Consumers these days are very intelligent, they 
understand what they want and what their needs are. 
2.15   Conclusion 
 
It is clear that Mercedes-Benz X-Class is entering a very competitive market. The market has well-
established competitors with a huge reputation and heritage behind them.  Most competitors in this 
segment have been in the country for more than 40 years. The introduction of the Mercedes-Benz X-
Class is obviously a game changer in the market, however, it is not going to be a simple, smooth sailing 
for it. X-Class is the first pick-up coming from a premium brand and the customers are expecting to 
get a premium vehicle.  
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Currently, in the market, there is a product which is considered to be a premium pick-up, the VW 
Amarok. In most local and international reviews the VW Amarok has been undoubtedly been 
considered a good vehicle and better than most competitors.  Even though it has received good 
review, it has failed to meet the expectations when it comes to sales volumes. One of the concerns 
raised by customers about the VW Amarok is the price of the vehicle. It is therefore very clear that the 
introduction of the X-Class with its pricing position it’s not going to be easy as well. 
The pick-up market is huge and it still showing big potential to grow even further. The timing for the 
X-Class introduction cannot be more perfect, however, it is critical that a proper market study to be 
done to understand the market. A proper market study can make or break the product.  
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3. Chapter Three:  Research methodology 
 
3.1  Introduction 
 
WHAT IS RESEARCH, Research is a logical and systematic search for new and useful information on a 
particular topic. It is an investigation of finding solutions to social problems through objective and 
systematic analysis (Rajasekar, 2013). Research information might be collected from different sources 
such as books, journals, experienced human being, etc.  Research can lead to new findings that can 
contribute to existing knowledge and literature. It is only through research to make progress in a field. 
The results of the research can sometimes lead to changes in that specific field of research. Research 
is done with the help of study, experiment, analysis, comparison and reasoning. There are many 
reasons why research is necessary, some of the reasons are: 
 To discover new facts 
 To verify and test important facts 
 To analyse an event or process or phenomenon to identify the cause and effect relationship 
 To overcome or solve problems occurring in our everyday life. 
 
3.2  Research methods and research methodology 
 
What is the difference between research methods and research methodology? 
Research methods: are different procedures, systems and algorithms used in research (Rajasekar, 
2013).  Methods used by a researcher during research are all termed as research methods. Research 
methods include theoretical procedures, numerical schemes, experimental studies, statistics 
approach and many more. Research methods assist the researcher to collect samples, data so as to 
find the solution to a problem. 
Research methodology: is a systematic way to solve and overcome a problem (Rajasekar, 2013).  The 
research methodology is the science of studying how the research must be conducted. Basically, it is 
the procedure by which the researcher go about doing the work of describing, explaining the research. 
It is also defined as the study of methods by which knowledge is gained. Research methodology aims 
to give the work plan for the research. 
3.3  Importance of research methodology in the research study 
 
It is important for a researcher to design a research methodology for the selected research topic. The 
researcher should note that even if the method considered in two different problems are the same 
the methodology may be different. It is important for a researcher to not only know the research 
methods necessary for the research but also the methodology. In research methodology, the 
researcher needs to know 
 Which is the suitable method for the chosen topic 
 What is the order of accuracy of the results of a method 
 What is the efficiency of the method 
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3.4  Type of research 
 
Generally, research is classified into two main categories namely; 
 Basic or fundamental research 
 Applied research. 
 
3.4.1 Basic or Fundamental research 
 
Basic research is an investigation on basic principle and reasons for the occurrence of a particular 
event or process. Basic research can also be called theoretical research. Basic research sometimes may 
not lead to immediate use or application of the results. Basic research is sometimes not concerned 
with solving any practical problems of immediate interest (Rajasekar, 2013).  Basic research provides 
a systematic and deep understanding of a problem and facilitates the extraction of logical explanation 
and conclusion on it.  Basic research is the building blocks of new frontiers of knowledge.  The results 
of the basic research may form the basis of various applied researches. 
 
3.4.2 Applied research 
 
In applied research, the researcher explains particular problems using well known and accepted 
theories and principles. Most of the experimental research, case studies and interdisciplinary research 
are basically applied research. Applied research is also helpful for basic research. Applied research is 
more focused on actual life issues such as research on increasing efficiency of a machine, increasing 
gain factor of production of a material, pollution control, preparing vaccination for disease and many 
more (Rajasekar, 2013). 
 
Table 4: Differences between Basic and Applied research. (Rajasekar, 2013) 
Basic research Applied research 
Seeks generalization Studies individual or specific cases without the 
objective  to generalize 
Aims at the basic process Aims at any variable which makes the desired 
difference 
Attempts to explain why things happen Tries to explain how things can be changed 
Tries to get all the facts Tries to correct the facts which are problematic 
Reports in the technical language of the topic Reports in common language 
 
 
3.5  Quantitative and qualitative methods 
 
All research is basically based on two fundamental principles namely Qualitative and Quantitative 
methods. Basic research or applied research can be qualitative or quantitative or even both. 
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3.5.1 Quantitative research 
 
Quantitative research is focused on the measurement of quantity or amount.  On the quantitative 
research, the process is expressed in terms of one or more quantities.  The outcome of this type of 
research is fundamentally a number or a set of numbers.  Some of the characteristics of quantitative 
research are: 
 It is numerical, non-descriptive, applies statistics and uses numbers. 
 It is an interactive process whereby evidence is evaluated 
 The results are often presented in tables and graphs 
 It is conclusive 
 It investigates the ‘what’, ‘where’ and ‘when’ of decision making 
Statistics is mostly used in quantitative research. It is not only applied in physical science but also in 
economics, biology and social science studies as well. Quantitative research using statistical methods 
often begin with data collection based on existing theory or hypothesis or experiment followed by the 
application of descriptive or inferential statistical methods (Rajasekar, 2013). 
 
3.5.2 Qualitative research 
 
Qualitative research is focused on a qualitative phenomenon involving quality (Rajasekar, 2013). 
Qualitative research, as all kinds of research, needs a research question (Crescentini & Mainardi, 
2009). What makes a research question a qualitative one is the nature of this combination: qualitative 
goals are different from quantitative goals and qualitative questions are asked in a particular way and 
refer to qualitative contents.   Some of the characteristics of qualitative research are: 
 It is non-numerical, descriptive, has reasoning and uses words 
 Its aim is to get the meaning, feeling and describe the situation 
 Qualitative data cannot be graphed 
 It is exploratory 
 It investigates why and how of decision making 
Qualitative research offers some well-known advantages (Guercini, 2014). As Miles and Huberman 
(1994) cited by (Guercini, 2014) maintain that accurately gathered qualitative data provide a “focus 
on naturally occurring, ordinary events in natural settings, so that we gain a strong handle on what 
real life is all about that confidence is buttressed by local groundedness, the fact that data was 
collected in close proximity to a specific situation rather than through the mail or over the phone”. 
Qualitative research, it provides answers that are particularly relevant to the issues faced for which 
recourse to hybrid solutions and mixed methods seems justifiable (Guercini, 2014). 
 In most cases qualitative methods do not adopt a simplifying approach, they do not just focus on any 
single aspect, they do not attempt to break complex problems down into numbers of simpler specific 
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issues, however, and it views the problem in its entirety with respect to one or a small number of 
subjects of the analysis. Qualitative research can help establish a unique relationship between the 
observer and observed and hence assist in addressing the so-called “Cartesian dualism” (Guercini, 
2014). In qualitative research, the relationship between the observer and observed appears somewhat 
more direct and multi-layered and that therefore not amenable to measurement via the techniques 
of the “hard science”. 
One of the important aspects of qualitative research is the “sample size”. Researchers clearly need 
guidance in this area and could benefit from this discussion as they struggle to formulate qualitative 
research in terms of sample size. In recent times qualitative research has come under much criticism 
for its lack of rigour in terms of there being little or no justification for the sample size that is actually 
used in research (Boddy, 2016). The question of what sample size is required for qualitative research 
is often asked by the researchers but is hardly been discussed in the study.  The issue of what sample 
size is needed for qualitative research findings to have some validity is one which many paper 
reviewers are concerned about enough for them to mention in their reviews (Boddy, 2016). 
 
3.6  Mixed methods research 
 
Mixed research methods employ a research design that uses both quantitative and qualitative design 
to answer a particular question or a group of questions (Hesse-Biber, 2010).  This combination method 
involves the collection, analysis and integration of both the qualitative and quantitative data in a single 
study. (Johnson & Onwuegbuzie, 2004, pp. 21) as cited by (Hesse-Biber, 2010) says mixed methods is 
a rich field for the combination of data because with this design “words, pictures, and narrative can 
be used to add meaning to numbers”.  This means the qualitative data which consist of words, pictures 
and narrative can be combined with the quantitative data which is numerical data taken from a larger 
scale study on the same issue (Hesse-Biber, 2010). 
The process of integration is however not free of cognitive cost for the researcher, in that it requires 
the coexistent evaluation and side by side application of different paradigms (Guercini, 2014).  The 
integration between different methodologies has become the main focus of current attention for 
reasons of “research economy” so to say. Another worthy reason to integrate between methodologies 
lies in the relationship between the researcher and the issue at hand. 
Mixed methods as a research design are based on two fundamental issues, namely 
 Theoretical concern related to the particular issue. 
 The extent to which the research question determine the research approach 
The researcher must be able to make a rational justification for choosing a particular method or mixed 
methods which would ensure the validity and reliability of the overall findings of the research. Even 
more so, mixed methods advocate the use of both inductive and deductive research logic which is 
great strength in itself (Jogulu & Pansiri, 2011). By matching deductive-inductive dichotomies 
researchers can provide better influence when studying the phenomenon of interest. Data analysis 
using mixed methods will combine statistics and thematic approaches. Through this technique of 
combining and comparing multiple data sources, analysis and process we actually allow triangulation 
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to take place (Jogulu & Pansiri, 2011). Triangulation in its nature strengthens the findings and 
subsequently the inference we make because multiple techniques were used during the research 
process. 
By using mixed methods in research, researchers are practically reducing over-reliance on the 
statistical data to explain a social occurrence and experience which are mostly subjective in nature. 
Mixing the data collection technique will only improve the findings so that researchers can make 
interpretation with confidence (Jogulu & Pansiri, 2011). Despite the numerous advantages offered by 
using a mixed method, a limited number of researchers are considering this approach. 
Figure 7 below illustrates the process to be followed when collecting and analysing the data using 
mixed methods. 
 
Figure 7: Mixed Methods process (Johnson & Onwuegbuzie, 2004) 
 
3.7  Why use mixed methods 
 
Mixed methods are used for simple reasons such as triangulation, complementary, development, 
initiation and expansion research studies. Although there are so many reasons to use mixed methods 
triangulation seems to be the most commonly cited reason to use the mixed method in a research 
study (Jogulu & Pansiri, 2011). 
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3.8  The research method for the study 
 
For the purpose of this study mixed method will be applied. Since the data available include the 
questionnaires to the prospective customers and numerical statistics to monitor the market 
performance mixed research method is clearly a favourable option to go for. The data available can 
be split into two sections, understanding the customer & customer behaviour and understanding the 
pick-up market in general and its performance.  
Qualitative approach: The data related to customers was collected by means of lead campaigns, keep 
me informed campaigns and the social media campaigns.  There was also a questionnaire that was 
sent to existing customers who own other Mercedes-Benz products. All these campaigns were 
launched 6 months before the vehicle was officially launched in the country. Most of the data collected 
from the prospective and existing customers was in the form of questionnaires where the customer 
has to fill up their information and answer a few questions.    
Quantitative approach:  The data related to the pick-up market was collected by means of a sales 
report from NAAMSA and many other publications such as newspaper websites and car magazines. 
Most of the data related to the pick-up market are statistical in nature hence the approach of using 
the quantitative method. The data mostly involves sales data and market trends. 
Based on these two scenarios the best suitable approach for this research is the mixed methods.   
 
3.9  Conclusion  
 
This chapter provides with the method to be followed when testing the hypotheses for this study. The 
data that was available and was collected will certainly suite a mixed methods approach. 
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4. Chapter Four: Data collection 
 
4.1  Introduction 
 
This chapter’s main objective is to collect the data and proceed to analyse it using the parameters 
mentioned in the previous chapter. The data is in two types, quantitative and qualitative data. The 
data collected was focusing on understanding the customer and the South African pick-up market 
holistically. It is also important to mention that in order to understand the pick-up market in South 
Africa, a broad and wider study was necessary. Markets such as the USA are well known about their 
love for pickup trucks (pick-ups) it is therefore important to take a look at their market as well.  
Additionally, there are other popular pick-up markets such as Australia and Latin American countries. 
Interesting enough both South African and Australian market were identified as to test markets for 
the introduction of X-class pick-up. 
Data collection is characterised in two ways namely primary data collection and secondary data 
collection. Primary data is the data collected by the researcher from first-hand sources. When 
collecting the primary data the researcher often use methods such as conducting interviews and 
sometimes experiments. 
 
4.2  Pick-up survey in South African market – target group and sample size 
 
The survey was conducted in the country to understand the pick-up segment. The sample was pulled 
in all provinces in the country, survey was done to the customers who are already owning one of the 
competitors pick-up or customers who are owning one of the Mercedes-Benz passenger car vehicles. 
The survey was done on customers who bought their vehicles in the period between May 2010 and 
April 2012. The target group was those customers who have purchased these major competitors (VW 
Amarok, Toyota Hilux, Ford Ranger, Isuzu D-Max and Mazda BT-50).  The idea was to target the 
purchase decision makers in the midsize pick-up.  
The survey was done in the period from March 2012 till July 2012.  The method used for the survey 
was CAPI with a structured questionnaire. The sample size for the survey was 352 respondents across 
the country. All South African provinces were covered with Gauteng bringing more respondents than 
all other provinces (Figure 23: Respondents split by regions).  
 
31 
 
 
Figure 8: Sample size and survey method (MBVans, Country comparison Report, 2012) 
 
The most effective and commonly used method for primary data collection is “Interview process”. 
The question of respondents is one area of research which has been given attention in recent times 
and there is a good deal of advice to be found regarding the improvement of response rates (Hart S. 
J., 1989). In order to be able to conduct interviews there are areas that need the researcher’s attention 
namely: 
 Arranging dates 
 Arranging times 
 Handling the interview 
 Timing the interview 
 Directing the content 
Arranging dates:  The problem of timetabling a series of interviews has been identified as a major 
issue when conducting a survey of elite personnel. Elite personnel are prone to last-minute changes 
in schedule, so it is therefore very important to build some spare time into the programme of 
interviewing. Even more so with business executives, interviews have to be scheduled way in advance 
since the respondents can often be away on business (Hart S. J., 1989). This is even more critical if the 
interviewer has to travel to carry out the interview. 
Arranging times: It is unwise to schedule an interview on awkward times like shortly before lunch or 
at the end of the day unless the interview can be completed with certain (Hart S. J., 1989). 
Handling the interview:  In most cases, first interviews will probably prove to be less successful than 
the latter ones, it is therefore very important to make at least two visits to every interviewee so that 
missing information can be gathered and points of uncertainty resolved (Hart S. J., 1989). 
Timing the interview: Arriving at the interview just on time is unsatisfactory even worse where the 
interviewee’s time is restricted. In most instances, the interviewee is not called until the interviewer 
has arrived, at which if the interviewee is an executive, the secretary or receptionist has to locate the 
respondents who might be at the time he’s busy with something else.  10 – 15 minutes can even lapse 
before the respondent is available. 
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Directing the content:  The precise nature of each interview will vary from issue to issue. The 
interviews which have tended to be qualitative and focused, have at least an average of two hours on 
each visit. Usually, interviews of this nature follow a simple pattern of three stages: 
 Stress the interviewer’s definition of the situation 
 Encourage the interviewee to structure their account of the situation 
 Let the interviewee introduce to an extent, what they regard as relevant. 
 
4.3 Secondary data collection 
 
For the purpose of this study, the data used is a secondary data. The secondary data analysis is the 
analysis of an existing data that was collected by a different person for the same primary purpose or 
a different purpose (Johnston, 2013). The using of the existing data often helps the researcher who 
may have limited time and resources to collect the data first hand. Secondary data analysis is an 
intense exercise which requires the same research principles as in primary data analysis (Johnston, 
2013). 
Utilization of a secondary data has some major advantages such as economic advantage, time, breadth 
of data available and professionalism in data collection process (Boslaugh, 2007). The economic 
advantage of using the secondary data is because someone else has collected the data thus mean the 
researcher does not need to allocate resources in this collection process again. 
Time saving is one of the advantages of using the existing data. In most cases the secondary data 
would have been collected, cleaned and stored in a manner which is easy to understand, therefore 
the researcher would not spend most of the time trying to clean and sort the data.  In most cases the 
researcher would find the data stored in a soft copied format and easy to filter. Therefore it means 
the researcher will spend most of the time analysing the data instead of trying to manage the data. 
Breadth of the data available is one of the advantages of using the secondary data. In most cases the 
source of the secondary data are big research consultants which are specializing in research and data 
collection.  They usually have enough time and resources to conduct the study and in most cases they 
sell this information to anyone who may need it in the future and make profits out of it. 
One of the advantages of using the secondary data is the professionalism in which the data was 
collected and stored (Boslaugh, 2007). This make it easy for the researcher to focus on the main 
research scope and analysed the data with fast pace. 
While using secondary data has some advantages, there are also disadvantage in this method.  One of 
the major disadvantage of using the secondary is natural since the data collected may have not been 
collected to answer your specific research question it is possible that some of the information you 
would like to have may not be collected. 
For the purpose of this study “Understanding the Market before launching a new product: A case 
study” using the secondary data was the most practical option. The data available was in good quality 
and cover all the scope of my research study. 
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4.4  Largest automobile markets  
 
China is the largest automobile market, both in terms of demand and supply.  In 2017 China produced 
around 29 million vehicles in both passenger and commercial vehicles. It is expected that by 2020 the 
demand in China will grow to 35 million vehicles and they will boost the global demand in the word 
(Statista, 2019).  In 2018 china registered more than 23.2 million vehicles and were the largest market 
in the world. It is estimated that by 2020 there will be more than 200 Million vehicles on Chinese 
roads, but that is still less than one vehicle for every five individuals given that the country has the 
population of more than 1.3 billion people (Statista, 2019). 
The USA is the second largest automobile market globally, in 2018 they registered more than 17.2 
million vehicles. There were an estimated 265 million vehicles in the United States of America roads 
in 2015 which is about 829 motor vehicles per 1000 citizens (Statista, 2019). 
Interestingly the top three selling vehicles in the USA in the year 2018 were pick-up trucks. Combined 
they have a market share of 11.5 % 
 Ford F series:  The model sold 909 000 units  
 Ram pick-up:  The model sold 537 000 units 
 Chevrolet Silverado: The model sold 532 000 units 
Table 5: 2018 Top 3 best-selling vehicles in the USA - (Globalfleet, 2019) 
Make Models 2018 sales Market share 
Ford  F-Series F150 ;  F250 and  F350 909 000 5.2% 
Ram Pick-up 1500 ; 2500 and  3500 537 000 3.12% 
Chevrolet Silverado V6 and V8 Models 532 000 3.09% 
 
 
 
Figure 9: Largest automobile markets worldwide between January 2018 and December 2018 - (Statista, 2019) 
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4.5  Global pick-up market trends and projections to 2026 
 
 
Figure 10: Global pick-up sales and projections until 2026 (MBVans, X-Class info package, 2017) 
The pick-up market is clearly a thriving segment, with the estimated projection to reach 3.2 million 
sales by 2026. Given that in 2016 the global sales for the mid-size pick up were just above 2.2 million 
just in mere 10 year period the segment is expected to grow by 43%.  This proves that this segment is 
the good segment to enter. 
Mercedes Benz Vans globally decided to conduct intensive market research in selected markets. These 
markets were selected strategically based on their markets size in this segment and their geographical 
position.  A total of 7 markets were selected to conduct a survey with the potential customers and 
with the current pick-up owners. 
Figure 10 below illustrates the countries that were involved in the survey and what models were 
mentioned as either the pick-up of choice or owned. 
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Figure 11: Selected countries survey to understand the pick-up market (MBVans, Country comparison Report, 2012) 
The survey was conducted by means of a questioner and interviews. One of the reasons for this survey 
was to determine from the respondents what type of usage are they using their vehicles for and out 
of the 352 respondents from South Africa only 19 said they use their vehicles for purely business most 
were using their vehicles for both private and business or private only. 
 
Figure 12: Survey to understand usage type (MBVans, Country comparison Report, 2012) 
Furthermore, the research drilled down to determine which type of engine and the engine power 
output was of preference. The figure12 below clearly demonstrate that diesel engines were the most 
preferred in most markets except in Mexico were they prefer petrol engines. 
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Figure 13 Engine type preference (MBVans, Country comparison Report, 2012) 
Engine performance is one of the critical factors considered by customers when they select a vehicle. 
Considering that most of the pick-ups are used for dual usage (business and private) it is critical not to 
under power the vehicles.  For business usage, the vehicle is always on the road carrying heavy 
equipment or even towing trailers. For private usage, the vehicle might have to tow caravans or load 
some heavy stuff when the owner goes for holidays. 
The Table 5 below shows the engine power out for each selected market. The results are based on the 
number of respondents per market. 
Table 6: engine power output preferred by the markets (MBVans, Country comparison Report, 2012) 
Engine power output 
Market Average power Up to  90KW  91 -110 KW 111-130 KW Above 130 KW 
Argentina 117 KW 9 % 16% 62% 13% 
Brazil 117 KW 7 % 28% 49% 16% 
Mexico 145 KW 1% 28% 17% 54% 
Australia 127 KW 0% 15% 50% 35% 
South Africa 115 KW 23% 11% 49% 17% 
Turkey 108 KW 7% 58% 28% 7% 
UK 119 KW 1% 38% 13% 48% 
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The figure below illustrates the engine power output preference from the surveyed markets. 
 
Figure 14: engine power output preferred by the markets (MBVans, Country comparison Report, 2012) 
The specification or equipment of the vehicle is very important even more so when the vehicle is going 
to be used for private usage.  Things such as cabin type, transmission type and the entire vehicle 
specification (standard options and optional option). 
A double cab type was identified as the cabin of choice, figure 14 below clearly demonstrate that. The 
results are based on the number of respondents from the survey 
 
Figure 15: Cabin type preference by each market in % format (MBVans, Country comparison Report, 2012) 
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Transmission type is also a very important factor for the customer when making a decision. Figure 15 
below demonstrate that the transmission of choice was manual transmission in all the surveyed 
markets.  
 
Figure 16: Split between Manual transmission and the Automatic transmission from the survey (MBVans, Country comparison 
Report, 2012) 
Vehicle equipment or specification is also a determining factor for the customers to select a vehicle. 
The survey gave an overview of what equipment was fitted on the vehicles by country.  One of the 
popular equipment was a differential lock.  
 
Figure 17: equipment preference by the countries. (MBVans, Country comparison Report, 2012) 
When entering a segment with such potential it is very important to look at the current players in the 
segment.  Table 5 below shows the top ten competitors and their performance in major markets 
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Table 7: Main competitor’s sales volume in major markets for 2016 excl. USA and China (MBVans, X-Class info package, 
2017) 
Main Competitors in the mid-size  pick-up segment 
Model Active Markets – ( major markets) Sales Volume 2016 ( Excel  USA & 
China) 
 
 
Toyota Hilux 
Europe 
Australia 
Argentina 
Brazil 
South Africa 
 
 
445 000 units 
 
 
Ford Ranger 
Europe 
Australia 
Argentina 
Brazil 
South Africa 
 
 
188 000 units 
 
 
Nissan Navara 
Europe 
Australia 
Argentina 
Brazil 
South Africa 
 
 
129 000 units 
 
 
Mitsubishi Triton 
Europe 
Australia 
Argentina 
South Africa 
 
 
122 000 units 
 
Isuzu D-max 
Europe 
Australia 
Brazil 
South Africa 
 
189 000 units 
 
VW Amarok 
Europe 
Australia 
Argentina 
Brazil 
South Africa 
 
61 000 units 
Mazda BT 50 Australia 
South Africa 
42 000 units 
Renault Alaskan Australia 
Argentina 
260 units 
Fiat Fullback Europe 
South Africa 
3 000 units 
 
Chevrolet Colorado 
Australia 
Argentina 
Brazil 
 
83 000 units 
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Figure 18: Main competitor’s sales volume in major markets for 2016 excl. USA and China (MBVans, X-Class info package, 
2017) 
 
4.6   X-Class performance in the European pick-up market 
 
Europe was identified as the test region for a top premium pick-up. It has already shown its potential 
when the VW Amarok was introduced and it was time for the Mercedes-Benz to enter the fray. The 
total European pick-up market was 54600 units in the first 4 months of 2017 and in first 4 months 
2018, the market was 59200 units which is 8.42% of market growth (Jato, 2019).  The European 
introduction of the X-class was in November 2017 with all major European markets showed some 
growth after its introduction. 
Table 8: Top 10 European pickup markets- (Jato, 2019) 
EU -Market Sales Volume : Jan –Apr’18 % Performance (2017 vs 2018) 
United Kingdom - UK 18547 + 1% 
Germany 8007 + 7% 
France 6583 + 13% 
Spain 3406 + 50% 
Sweden 3262 + 17% 
Italy 2902 + 9% 
Belgium 2493 + 5% 
Austria 2059 + 26% 
Hungary 1507 + 11% 
Norway 1402 + 21% 
 
Market share by models from January 2018 till April 2018.  The figure below shows that the Ford 
Ranger is the dominant player in Europe with a share of 26%.  The Ford Ranger’s market share is almost 
the same as the bottom 5 models combined, namely VW Amarok -11%, Isuzu D-Max – 7.5%, 
Mercedes-Benz X-Class – 4.5%, Fiat Fullback – 3.3% and Renault Alaskan -1.5%. 
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Figure 19: Jan-Apr 2018 Europe market share by the model (Jato, 2019) 
The table below illustrates the European pick-up market share with the total sales units per model. 
Table 9:  pick-up Sales volume in the European market from Jan’18 – Apr’18 (Jato, 2019) 
Model Sales volume % Share 
Ford Ranger 15397 26% 
Toyota Hilux 10066 17% 
Nissan Navara 9475 16% 
Mitsubishi L200 7701 13% 
VW Amarok 6519 11% 
Isuzu Dmax 4443 7.5% 
Mercedes –Benz  X Class 2669 4.5% 
Fiat Fullback 1954 3.3% 
Renault Alaskan 893 1.5% 
 
Mercedes Benz X-Class has two cousins in this list namely the Nissan Navara and the Renault Alaskan. 
All three of them are built in the same plant and the same platform.  The sales figures between these 
three models are a clear demonstration that customers always prefer the known, the tried and tested 
formula.  Even if it’s too early to make proper conclusions about the Mercedes Benz X-Class and 
Renault Alaskan pick-ups which both have not finished the first year of sales, it is clear that the pick-
up segment is a tough segment for brands to crack who do not have experience and expertise in it. 
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4.7  Australian automotive industry 
 
Australian automotive industry is very similar to the South African market. It is one of the markets that 
was identified by Daimler to be the test market for the Mercedes Benz X-Class pick-up. Although the 
Australian economy is far ahead compared to the South African economy the customer profile is very 
similar. Both Australia and South Africa have a big farming community that are firm believers of tough 
pick-ups to serve their farming activities. The pick-up segment has a very healthy market share in 
Australia. In 2017 Australia registered almost 1.2 million units (VFACTS, 2019). 
 
Figure 20: Australian accumulative sales data for 2017 (VFACTS, 2019) 
The Australian automotive market is a very solid and sound market averaging close to 100 000 units 
every month for the year 2017.  Looking at figure 10 above it is clear that the market has a small but 
steady growth when comparing the year 2016 vs 2017. 
 
Figure 21: Australian automotive monthly sales in 2017 (VFACTS, 2019) 
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Table7 below shows the sales volume in January 2018 versus the same period in 2017. The table shows 
that the top two models are the pick-ups and they accomplish a significant growth compare to the 
rest of the top 5 best sellers. Actually 2 of the top 5 has shown a decrease. 
Table 10: Top 5 Jan’18 vs Jan’17 sales data (VFACTS, 2019) 
Model Jan’17 sales Jan’18 sales % difference 
Toyota Hilux 2701 3860 42.9% 
Ford Ranger 2579 3260 24.3 
Mazda 3 3472 3201 - 7.8% 
Toyota Corolla 2944 2776 - 5.7% 
Mazda CX -5 1923 2152 11.9% 
 
Table 8 below shows the sales volume for the month of March 2018. The trend is the same as January 
sales see   table7 above. Toyota Hilux is dominating the sales followed by the Ford Ranger. It is clear 
that the Australian market is one of the popular pickup markets. 
Table 11: Top 10 sales data for Mar’18 (VFACTS, 2019) 
Model Jan’17 sales Jan’18 sales % difference 
Toyota Hilux 4245 4348 2.4% 
Ford Ranger  3845 4064 5.7% 
Toyota Corolla 3574 3218 -10% 
Mitsubishi Triton 2670 3109 16.4% 
Mazda3 3039 2780 -8.5% 
Hyundai i30 2383 2719 14.1% 
Nissan XTrail 1780 2504 40.7% 
Mitsubishi ASX 1384 2337 68.9% 
Mazda CX5 2116 2261 6.9% 
Toyota Landcruiser 2011 2148 6.8% 
 
 
4.8  South African pick-up segment overview 
 
South African pick-up market was one of the identified markets to be used as the test market for the 
new Mercedes Benz X-Class.  The pick-up segment is very big in South African terms having a market 
share of close to 25% of the entire automotive sector. This market has a similar pattern with Australia 
– it is also dominated by two players namely the Toyota Hilux and the Ford Ranger. 
The market share developments over the 10 year period from 2004 - 2014 
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Figure 22: Market share developments in the mid-size pickup segment (MBVans, Segment overview, 2015)  
 
In this market, intensive market research was conducted. The research divided into two, the 
first part was more focus on the segment and the second part was more focused on the 
customer.  
 
4.8.1 Segment based research 
 
A survey was conducted in the country. The target group for the survey were 
 Purchase decision makers of the mid-size pick-ups 
 Pick up register between the May 2010 and April 2012  ( 24 months period) 
 The survey was based on models: VW Amarok, Nissan Navara, Toyota Hilux, Ford Ranger, Isuzu 
D-max and Mazda BT50. 
The survey was conducted in the period from March – July 2012.  The method used to conduct the 
survey was CAPI with a structured questionnaire. 
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Table 12: A sample size for the survey done (MBVans, Market Analysis South Africa, 2012) 
Fieldwork  done April  - July  2012 
Total  respondents 352 
 
 
Sample size per  model 
VW Amarok 100 
Nissan Navara 48 
Toyota Hilux 76 
Ford Ranger 39 
Isuzu D-Max 59 
Mazda BT-50 30 
 
The map below shows the regions where the surveys were done. The survey conducted spread over 
the country however the regions with less than 10 respondents were not shown on the map. The 
regions showing on the map covers 73% of the country’s population.  
 
Figure 23: Respondents split by regions (MBVans, Market Analysis South Africa, 2012) 
 
Most pickups driven in South Africa are standard pickups with a loading bed (94%). 79% of them have 
a dual cab, 19% have a single cab which is the highest share compared to other countries. Almost 90% 
of pickups were built to stock. Top three equipment are ‘driver airbag’ (85%), ‘radio with CD/MP3’ 
(77%) and ‘tow-bar’ (77%).  71% of pickups run on Diesel and 27% on Petrol. 94% are equipped with a 
manual transmission. 
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Figure 24: Body styles, Cabin type, covers for load bed in the South African market (MBVans, Market Analysis South Africa, 
2012) 
The overall satisfaction in South Africa is high (9.1). VW Amarok was identified as a benchmark for 
brand, quality, comfort and safety features.  
 
Figure 25: Customer satisfaction index based on models they drive 
In South Africa, most of the pickups are used dual (48%) and privately only (47%). Very few pickups 
are for business purposes only (5%). Visiting friends and relatives and ‘to go shopping’ are the most 
frequent purposes for private and dual use. When used for business, the vehicle is taken for 
‘delivery/transport of goods’ or used as a work vehicle.  
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Figure 26: Split between dual-use and private use against the cabin types (MBVans, Market Analysis South Africa, 2012) 
Most pickup owners use their vehicle every day, on average for 5.1 hours and stop around 5 times per 
day. On average, a pickup is driven 45.000 km per year. Privately used pickups are moved less and as 
a result, have a longer holding period than pickups of dual users. Drinks, food and baggage are the 
most frequently transported items on the loading bed regardless of the usage type.  
 
 
Figure 27: operational patens of the Pick-up vehicles in the country (MBVans, Market Analysis South Africa, 2012) 
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Operational conditions were discovered to be on city traffic with a paved road and a small percentage 
was off-road. The study shows that most customers prefer to keep their vehicles past the firth year. 
53% of the vehicles in this segment were kept pass the 250 000 KM. 
 
Figure 28: operational conditions in the segment. (MBVans, Market Analysis South Africa, 2012) 
Since most of the vehicles are private use or dual-use it is therefore very important to check the vehicle 
specification or the fitted equipment.  The equipment fitted was mostly on vehicles ordered for stock 
while the little number was based on customer’s request. 
 
Figure 29: Top 10 equipment fitted per model (MBVans, Market Analysis South Africa, 2012) 
About 38% of all pickups tow a trailer at least several times a year and mainly transport tools or 
construction materials.  
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South African customers like to accessorise their vehicles.  Close to 80% of all vehicles are modified 
some modifications are just minor while others are major. The only disadvantage of major 
modifications is that sometimes the integrity of the vehicle is compromised and it affects the design 
specifications and performance. Major modification can sometimes result in the vehicle losing its 
warranty from the manufacturer. Figure 30 below shows the top 5 accessories that are fitted on these 
specific models. 
 
Figure 30: top 5 popular accessories on these three models (MBVans, Market Analysis South Africa, 2012) 
Customers also prefer to modify their vehicles based on the usage type they use their vehicles for. 
Customers for private use may select different accessories compare to customers for dual-use or even 
for business only. In this survey, the preferred accessories for private usage and dual usage were not 
that much different. Business use only was not shown in this illustration due to the low data available. 
 
 
Figure 31: Accessories based on the usage type (MBVans, Market Analysis South Africa, 2012) 
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The drive train of the vehicle is very important when the customer makes a decision to purchase the 
pick-up. Some of the critical factors are:  
 Engine type -  Diesel engine or Petrol engine 
 Engine power output 
 Transmission type – Manual transmission or Automatic transmission 
 Drive type -  2 wheel drive,  Permanent 4 wheel drive  or  selectable 4 wheel drive 
 Usage of 4 wheel drive 
 
Figure 32: Drive train preference in the pick-up segment (MBVans, Market Analysis South Africa, 2012) 
Although the fundamentals are the same when selecting the drive train type, it seems customers 
turn to have different opinions based on the model or brand they select.  The survey shows that 48% 
of Nissan customers prefer petrol engines which are unusually high compared to the other two 
competitors namely VW Amarok and Toyota Hilux. The survey also shows manual transmission as a 
preferred choice for VW Amarok customers. 
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Figure 33: Drive train preference based on models (MBVans, Market Analysis South Africa, 2012) 
Usage by make was mostly focusing on the two high share usage, private use and dual-use since the 
business only use was very low and only consist of 5% of the study.  The study revealed that Nissan 
Navara was mostly preferred by the customers for private use. The study also shows that Mazda BT-
50 was a preferred vehicle for dual-use. 
 
 
Figure 34:  usage split by vehicle models (MBVans, Market Analysis South Africa, 2012) 
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In South Africa, 77% of pickups were financed, only 16% were purchased cash. One-fourth of pickups 
was bought at car dealers selling one brand, another 21% at mixed dealers selling several brands.  
 
Figure 35: Purchase type in this segment (MBVans, Market Analysis South Africa, 2012) 
 The top three purchase reasons for a pickup are ‘comfort’ (63%), ‘good value for money’ (57%) and 
‘tough, strong vehicle with sufficient power’ (54%). 
 
Figure 36: purchase reasons in this segment (MBVans, Market Analysis South Africa, 2012) 
For 47% of the customers, the pickup is an additional vehicle. If a vehicle was replaced (29%) it was 
either a passenger car or another pickup. The major reason to replace an existing vehicle is a change 
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in the profile of the needs. Overall, 85% of the pickup buyers purchased additional services, most of 
them a service plan plus extended warranty.  
 
Figure 37: Replacement or first vehicle purchase 
The study has shown that some customers were in the process of replacing their existing vehicles. And 
the reasons that were mentioned are: 
 A change in family needs 
 Vehicle no longer fit for use ( unreliable) 
 A certain mileage reach ( High mileage) 
 Resale value 
 High running cost ( Cost of maintenance) 
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Figure 38: Top 5 reasons to replace the existing vehicle (MBVans, Market Analysis South Africa, 2012) 
Customers in this segment were very happy and convinced that the Toyota Hilux was their 
pick-up vehicle of choice.  Half of the customers didn‘t consider any other vehicle type when 
they bought their pickup. Hilux was the top alternative 
 
 
Figure 39:  Buying alternatives in this segment (MBVans, Market Analysis South Africa, 2012) 
One of the determining factor when buying in this segment is the after sales support which includes 
the network of dealerships, availability of spare parts and the cost of maintenance. More than 70% of 
the customers take their vehicles only to authorised dealerships or workshops for service. Very few 
numbers of customers prefer to do their own service or take it to a friend to do the job.  
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Figure 40: A Preferred place of maintenance in this segment (MBVans, Market Analysis South Africa, 2012)  
Customers in this segment prefer to purchase their vehicles with value add such as service plan up to 
85% purchase service plan plus extended warranty. VW Amarok and Mazda BT-50 customers are the 
most preferred to purchase maintenance plane plus extended warranty. The 2nd most preferred plan 
in this segment is a service or maintenance plan only. 
 
Figure 41: Preferred aftersales value adds per model (MBVans, Market Analysis South Africa, 2012) 
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The survey finds that the customers are preferring the maintenance plan or extended warranty as a 
first option and take a service plan as a second option.  It is therefore very important to check and 
compare the service intervals, warranty terms and service plans on the main competitors. 
 
Figure 42: Competitor service intervals, warranty terms and service plans (MBVans, X-Class info package, 2017) 
Virtually all pickup customers would consider repurchasing this type of vehicle. 33% of pickup buyers 
in South Africa would consider buying a Mercedes-Benz branded pickup, in particular, Nissan and VW 
customers. In South Africa, a pickup is mainly seen as a ‘vehicle for work and private’ (32%) and as a 
‘family vehicle’ (31%).  
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Figure 43: Brand considerations when purchasing a new vehicle. (MBVans, Country comparison Report, 2012) 
 
Top two industries where the pickup drivers work in are ‘Electrician’ (16%) and ‘Building construction’ 
(14%). The average firm size is 26 employees and the companies own 2.3 vehicles (1.5 pickups) on 
average. Half of the fleets have a pickup and further vehicles, most of them are passenger cars. The 
majority of dual-use decision makers are male (83%) and about half of the respondents are company 
owners. The majority of private pickup owners have two or more vehicles. The other vehicle is mostly 
of another brand and a passenger car.  
 
Figure 44: Dual use customer profile (MBVans, Market Analysis South Africa, 2012) 
 
 
 
58 
 
4.8.2 Double cab Sales overview for the 4 major competitors in the year 2014 
 
 Sales performance in the double cab segment for the year 2014.  These are the statistics only for the 
double cab segment. The overview focused on the overall sales volume on the year and the sales 
channel on which the sales were attained. The stats are only for the 4 major competitors in this 
segment namely: 
 VW Amarok 
 Toyota Hilux 
 Ford Ranger 
 Nissan Navara 
VW Amarok is a major player in the Double cab segment with the total sales of 3258 for the year 
2014.  The Amarok 2.0 BiTDI D-Cab 4Motion Highline 132kW Dsl PU MY14 AT was the top-selling 
model with the total sales of 2100 units.  93% of the total sales were sold through the dealer 
network sales channel. The government sales channel did not perform well in the year 2014. 
Table 13: VW Amarok Double Cab sales 2014 (MBVans, 2014 Double Cab Sales from Major Competitors, 2015) 
 
 
Toyota Hilux is un-doubted the major competitor in the double cab segment. For the year 2014, it sold 
just under 14 000 units with the model  Toyota Hilux 2.5 D-4D 4x4 SRX D-Cab Dsl PU MY14 as a top seller. 78.5% 
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of the total volumes were sold through the dealer network sales channel. Government sales channel 
achieved 10% and rental sales channel achieved 6.7 %. 
Toyota has a wide variety of models with petrol and diesel engines on offer. The table shows clearly 
that the diesel engines are the preferred engines. 
Table 14: Toyota Hilux Double Cab sales 2014 (MBVans, 2014 Double Cab Sales from Major Competitors, 2015) 
 
Ford Ranger was the highest volume seller in the double cab segment in 2014, with the total sales of   
15555.  The top model from this brand was Ford Ranger 2.2 HP XL D-Cab Dsl PU MY12 with the total 
sales of 5729.  86% of all total sales were sold through the dealer network sales channel. Government 
sales channel achieved 8.9% of the total sales volume. Ford Ranger is offering a wide range of engines 
with the option of combining them with the manual or automatic transmissions. 
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Table 15: Ford Ranger Double Cab sales 2014 (MBVans, 2014 Double Cab Sales from Major Competitors, 2015) 
 
Nissan Navara is a small competitor when comparing with the other three competitors. It is also the 
only competitor that offers double cab only in its model line-up.  In the year 2014, they sold 1030 
units. Model Nissan Navara 2.5 DCi XE D-Cab Dsl PU MY13 was their top-selling model with the sales 
volume of 480 units. 80% of their sales were done through the dealer network sales channel.  
Government sales channel achieve just over 14% of the sales. 
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Table 16: Nissan Navara Double Cab sales 2014 (MBVans, 2014 Double Cab Sales from Major Competitors, 2015) 
 
The pick-up segment is continuing to grow, and the two best competitors for the year 2018 were the 
Toyota Hilux and the Ford Ranger. The table shows clearly that Toyota Hilux was the top seller for the 
year 2018.  The total sale for Toyota Hilux was 40018 units versus the total sales for the Ford Ranger 
of 30141 units. 
The Toyota Hilux outsold the Ford Ranger by almost 10 000 units, which is very significant considering 
that some of the competitors in this segment are selling way below the 10 000 units per year. These 
two dominant players, combined, make up 60% of the total pickup segment in the country. The third 
bestselling mid-size pick up is Isuzu D-Max which is selling about 1100 units per month which is about 
half the sales of the Ford Ranger. 
Table 17: Monthly sales comparison- Toyota Hilux vs Ford Ranger 2018 (Wheels24, 2019) 
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Figure 45:  Sales comparison for the top 2 selling pick-ups in 2018 (Wheels24, 2019) 
 
 
4.8.3 Customer focused study. 
 
The news first surfaced that Mercedes Benz is in development of a mid-size pickup in 2015.  They 
indicated that they are planning to introduce the vehicles in the next few years.  Just after the news 
surfaced there was a great deal of excitement from the market and even more so to the mid-size pick-
up world. Already some customers were asking questions and some willing to put upfront deposits for 
the vehicle. 
Because of this excitement from the market lead campaigns and keep-me informed campaigns were 
launched. Most of these campaigns were launched at least 6 months before the actual launch of the 
vehicle. 
From January 2018 till June 2018 there were 1548 leads. These leads were generated through the 
following platforms: 
 Vehicle configurator system - XML: dscneu-ccci-4124819.xml 
 DLP System  - https://dlp-za.i.daimler.com/Lead/Edit 
 MBSA Facebook page  - www.facebook.com 
 MBworld platform - https://www.mbworld.co.za/forms/vehicles 
 Mercedes-Benz web page -  https://www.mercedes-benz.co.za/passengercars/mercedes-
benz 
 
When the lead is generated, it is automatically sent to MB call centre and the call centre agent will call 
the customer to ask questions and create a profile for the customer.  In the process of creating the 
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customer profile, the customer will be assigned to the nearest dealer. The dealer will take over the 
process to assist the customer. 
When the customer is assigned to a dealer most of the verification process has been completed.  
Customers who have done all the verification and assigned to a dealer they usually ask for things like   
 Test drive 
 Quote. 
Below is the funnel illustration of the leads generated in 1st May 2018 till 30th June 2018 (Two Months) 
 
 
Figure 46: Two months leads for the Pick-up May-June 2018 (MBVans, Marketing campaigns, 2018) 
No of raw leads incl. Active & Passive leads 
 Active Leads = Leads that are contacted by the BDC 
 Passive Leads = Leads that are not contacted by BDC  
53% of all Active leads were qualified and assigned to the dealer – Benchmark is 45% 
Dealer Activity:  
 93% of all leads are contacted by the dealer  
 However, only 13% and 3% respectively receive quote or test drive 
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Although the process of generating a lead is a quick and effective way to reach to customers, South 
African customers are still preferring to walk into the dealer and have a touch and feel of the vehicle 
before they can make any decision. 
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5. Chapter Five – Data analysis and findings 
 
5.1 Introduction 
  
This chapter’s main objective is to analyse the data collected and bring up findings and 
recommendations for the research study. The data collected focused on two areas the global market 
trends and South African market trends. Since the data has been split into these two focus areas the 
analysis will also be based in these two focus areas. 
Data analysis is the forgotten last frontier of quantitative research.  Too many researchers believe that 
data analysis is a magical and mystical world understand only by computer genius and statisticians 
who perform a mysterious rite to produce half intelligible computer output (Kiel, 1984). This process 
is “Non-creative” and somewhat unclean. 
Market researchers have mastered the art of data collection, however, there is still room for 
improvement in the science of data analysis. It is a fact that sometimes huge amounts of money are 
used on the fieldwork to collect data and only extract a small portion of the information from the data 
collected (Kiel, 1984).  
 
 
5.2 South African market – midsize pick-up 
 
5.2.1 Pick-up segment reviewed 2004-2014 
 
South African pick-up segment is one of the important segments in South African auto motive industry.  
It is one the biggest segment in the entire South African automotive market. In the year 2006, the 
segment breach the 100 000 units sales, however, it slowed down in the year 2008 and 2009 to just 
above 60 000 units due to the effects of the global economic meltdown of 2008 (Figure 22: Market 
share developments in the mid-size pickup segment). The segment recovered again from 2010 and 
exceed 100 000 units by the year 2014.  
 As Figure 22: Market share developments in the mid-size pickup segment Toyota Hilux is a dominant 
player in this segment, between the years 2009 -2011 they have a market share just below 45% which 
is quite significant if you consider the number of other competitors in this segment. In 2010 Nissan 
Navara was the 2nd bestselling pick-up with a market share of just below 20% and followed in the 3rd 
position by Isuzu D-max with a share of below 20% also.  2010 is the same year the VW Amarok was 
introduced, just after its introduction it gained a market share of about 8% by 2011 and since then it 
started to drop and by 2014 it was below 5%. 
The ford ranger has been in the South African market for many years. In 2012 they launched a new 
model and after that their sales jumped from position 4th in the market to position 2nd (MBVans, 
Segment overview, 2015). The introduction of the Ford Ranger in 2012 it pushed its market share to 
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20% and instantly reduce the Toyota Hilux share to 40%. The new Ford Ranger continued to grow its 
market share and by the year 2014 it reached 30% market share, however, Toyota Hilux remains the 
leader and maintain its market share of 40%. The introduction of New Ford Ranger has impacted some 
other brands which saw Nissan Navara, VW Amarok and Mitsubishi Triton losing significantly their 
market shares (Figure 22: Market share developments in the mid-size pickup segment. 
 
5.2.2 Survey - pick-up body styles 
 
Most pick-ups in the market are fitted with a standard load bin. 94% of all the pick-ups are with load 
bins, it doesn’t matter whether the vehicles is a single cab or double cab, business use or private use. 
Most of the time these vehicles are purchased as stock units. It is not surprising that customers are 
preferring the standard load bin since it can easily accommodate the need of a private customer and 
also those of a business customer without adding any cost to the vehicle. 
 The rest of the body styles are split between Chassis with tray, Chassis cabs and Chassis with a special 
body. These three bodies are strictly suitable for the customer who uses the pick-up for business only.  
It is therefore not surprising to have them with only 6% of the vehicle share, the study has already 
discovered that South African customers are mostly using their vehicles for dual-use or private.  
The normal load bin is the popular choice for the consumers the reason for this could be, most vehicles 
manufactures are building standard vehicles for stock. While it is a known fact that normal load bin is 
a popular choice, there is a potential market for the chassis cab option.  The research indicate that the 
chassis cab option is only 1% of the market. This cannot be entirely correct since some of the 
businesses buys the normal vehicles and convert them through a body converter. Some of the popular 
load bin body are: 
 Police van canopies 
 Ambulance conversions 
 Refrigeration bodies 
 Special conversions 
 
One of the South African company that buys the normal vehicle and convert them to suit their 
operational requirement is Eskom.  Eskom has a fleet of about 15 000 vehicles and about 65% of those 
vehicles are pick-up with special bodies (MBVans, Market Analysis South Africa, 2012). In the rural 
provinces of the country like the Eastern Cape the Chassis Cab   ambulance are a common sight. As 
4.8.2 (Double cab Sales overview for the 4 major competitors in the year 2014) shows that the 
Government sales channel is one of the popular sales channel it is very safe to assume that the 1% 
body style split could be under estimated considering government department such as health and 
police use these vehicles for their special requirements. 
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Body style % Split Image 
 
Standard load bin 
 
94% 
 
 
Chassis with tray 
 
1% 
 
 
Chassis Cab 
 
1% 
 
Chassis with special body 4% 
 
Figure 47: Body styles for pick-up with % split Source: (MBVans, Market Analysis South Africa, 2012) 
 
 
5.2.3 Cabin type 
 
The pick-up customers are choosing the double cab as the cabin of choice. As it has been mentioned 
in the previous chapters that most pick-up vehicles in the country are used either for private usage or 
dual usage, it is therefore not surprising that the double cab is the most preferred cab.  Almost half of 
the surveyed customers confirmed that they are using their vehicles for purely private use. Most 
customers who are using their vehicles as private vehicles are people with family and they are driving 
with passengers most of the time.  The interior space was highlighted as one of the reason to choose 
the double cab hence 47% confirmed private usage. Since the double cab offers similar space as sedans 
most customers are not forced to buy a secondary vehicle to accommodate family needs.  
One of the reason customers prefer the double car is because, while the double cab offers the same 
passenger capacity as sedan it also offers more utility with the load bin,  therefore you can carry same 
numbers of passengers  and more luggage  on a double cab  than in most passenger vehicles. Double 
cabs consist of 79% of the market share followed by Single cabs with 19% market share. In most cases, 
the single cab is used as business vehicles where there are not many passengers in the vehicle, it’s 
often carrying one or two people (driver and the passenger).  Single cabs are most suitable where the 
vehicle needs the maximum storage space at the load bin, most delivery vehicles are single cabs as 
they use the load bin to do their work. 
The other cab type in our market is extended/ club cab, this cab is also preferred mostly by business 
customers. The club cab, however, has a very minimum market share with only 2% of the total market. 
The advantage of the extended cab is the space behind the seats to carry more extra staff to compare 
the single cab. 
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5.2.4 Covers for load bin 
 
Pick-ups are preferred by customers because of the loading space in the load bin, however, the load 
bin is useful in most times when is covered.  Actually, 85% of all pick-ups in our market have load bin 
covered. Load bin covers can be categorised into two categories namely the utility covers and the 
styling covers. Utility covers are the covers that are used for functionality such as space and security. 
While the styling covers are for looks and offer very limited space and very minimum security.  
 A canopy is more of a utility accessory while a soft cover is more of a styling accessory.  Most of the 
pick-up manufactures in South Africa are offering load bin covers as part of their in-house accessories 
range (MBVans, Market Analysis South Africa, 2012). The most preferred cover for the load bin is the 
canopy.  Covers for the load bin especially the canopy are very useful for customers who are using 
their vehicles as business vehicles. The canopy maximises the load space and also offer security for 
the luggage. It is therefore not surprising that 38% of vehicles are with canopies, 31% are with soft 
covers, 11% are with hardcovers and roll covers with 5% of the market share (Figure 24: Body styles, 
Cabin type, covers for load bed in the South African market. The canopy was identified as the most 
expensive load bin cover while it also the most popular cover  therefore it means the customers do 
not mind to pay if  the item suit their operational requirements. 
 
 
5.2.5 Usage of the vehicle 
 
The usage of the vehicle determines which cabin type and lead-bin cover are suitable for your vehicle. 
It has already been revealed that most customers are using their vehicles for dual-use or private use. 
For the private use customers, 96% of customers choose the vehicle with a normal load bin, they also 
select the double cab as the cabin of choice and cover their load bin with canopies. Double cabs are 
90% of the private use vehicle. 
Usage of the vehicles is very important aspect in understanding the customer as it determines who is 
the driver or spends most of the time behind the steering wheel. If the vehicles is used for private 
usage it’s most likely that the owner would be the driver of the vehicle. Since the owner is the driver 
on private usage vehicles, it is very often that they buy the vehicle they like and also select the vehicle 
options that will suit their needs.  Private used vehicles also turned to be spec with high factory 
specification with comfort and safety as some of the preferred options.  Customers who are using 
their vehicles for private usage are not that much price sensitive and are willing to pay for the comfort 
in their vehicles (MBVans, Market Analysis South Africa, 2012). 
The picture is very different when the vehicle is used for business usage.  In most cases the driver of 
the vehicles is not the same person as the owner of the vehicle.  Business vehicles are for making 
money and most of the time comfort and other nice to have features are not considered when the 
purchasing decision is made.  Vehicles that are used for business, the most important considerations 
when purchasing the vehicle are: 
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 load capacity 
  fuel efficiency, 
  Easy to maintain 
  less expensive to maintain 
 Availability of the spare parts 
 Accessibility of aftersales support 
Dual use customers select vehicles with normal load bed as well, with 92% share for the normal load 
bed. The dual-use picture is very similar to the private use, hence the double cab is still the cabin of 
choice and canopy still the load bin cover of choice.  However, the double cab share is slightly less at 
69% compared to the 90% share for the private usage. 
 
5.2.6 Operational profile 
 
Operational profile of the vehicle seeks to determine the vehicle’s operation from mileage driven per 
year, time on the road (hours/day), people in the vehicle at a given time and weekly usage. Pick up 
customers are travelling on average 45000 KM per year which is a bit high when you compare to 
passenger (small vehicle) cars which are averaging 30 000 KM per annum. 
Most customers keep their vehicles to the 6th year, this is not surprising when considering that these 
vehicles are used on dual usage. The vehicles used for business are usually kept much longer as long 
as they are still functioning well and with reasonable affordable maintenance. The picture might be 
very different when dealing with the customer who uses the vehicle for private use only. 53% 
percentage of customers hold to their vehicles pass the 250 000 KM.  
The vehicle is on the road and moving on average 5.1 hours per day, which is very high compared to 
the 3.5 hours average on the small passenger cars. The vehicle is often carrying between 2- 4 
passengers during its operating period. The vehicles are in use almost every day of the week including 
the weekends.  The weekly usage is averaging 6.4 days per week. 
The vehicles are operating in most of the time on paved roads in the cities.  A less number of customers 
are driving on unpaved roads with even fewer doing off-roading with their vehicles. 
 
5.2.7 Specification/ equipment of the vehicle 
 
Pick-up customers are very particular when it comes to vehicle equipment with a big percentage of 
customers select vehicles with driver and co-driver airbags. This is not surprising considering the safety 
on South African roads is a major concerned. Since the vehicles are used for both dual-use and private 
use the safety of the passengers cannot be compromised. 
Some of the equipment that is preferred by the customers are a radio with CD/MP3, tow bar, alarm 
system and electric windows.  All these options are for comfort or safety except the tow bar. Since the 
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country is battling with high crime statistics and vehicle theft the alarm system is a must on our 
vehicles. The MP3 player and the electrical windows are good comforts and convenient options (Figure 
29: Top 10 equipment fitted per model ). 
Most of these equipment are built to stock vehicles, therefore it means the market has matured 
enough to know the customer need in terms of vehicle specification/equipment. 
Customers also prefer to accessorise their vehicles with the top accessories include the Roll bar, Mud 
flaps, Side wind deflector and additional front light. Most of these accessories are just for the styling 
of the vehicle, however, the mud flaps and the additional lights are for functionality (Figure 30: top 5 
popular accessories on these three models .  
 
5.2.8 Drive train 
 
The pick-up drive train involves the engine type, transmission type and the drive type.  Customers in 
this category are very selective. Most customers preferred diesel engines compare to the petrol 
engines, consisting of more than 71% of engine share. The average power output for the pickup 
vehicles in our market is 115KW. Customers prefer the diesel engines because of their reliability, high 
torque and fuel consumption (even worse for business usage). 
Transmission type is also a very important factor for pick-up customers.  Most customers prefer 
manual transmission with a share of 94%.  This picture, however, is starting to change with most 
manufacturers offering automatic transmission only to their high-end models. Customers are choosing 
the manual transmission for many reasons such as easy to manage when pulling heavy load as you 
select the suitable gear yourself, affordable to maintain compare to auto transmission,  also it reduces 
your fuel consumption when driving the vehicle correctly. 
The drive type is very important, actually, it is very critical depending on the operational requirements 
of the customer.  Drive types on pick-ups are divided into three categories namely, 2 wheel drive, 
permanent 4 wheel drive and selectable 4 wheel drive. More than 40% of the pick-ups in the market 
are 2 wheel drive followed by the selectable 4 wheel drive with 39% of the share. 2 wheel drive is the 
best option for customers using their vehicles for business and is used on paved roads most of the 
times. Delivery vehicles usually need enough space on the load bin and do not necessarily require the 
4 wheel drive system, therefore, the 2 wheel drive with a maximum load bin is a perfect option. 
 
5.2.9 Vehicle purchase consideration/ reasons 
 
There are many reasons that can lead to a customer to purchase a pick-up vehicle. It was discovered 
by the survey that the top three reasons were the comfort, good value for money and tough/ strong 
vehicle with sufficient power. It is not surprising that these three were selected as the top three 
reasons for purchasing since these vehicles are used for dual use or private use.  Some of the reasons 
include off-road capabilities and practicality (a combination of utility vehicle and passenger car). 
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Some of the customers could be replacing an existing vehicle or buying for the first time the pick-up 
vehicles. Some of the reasons to go for this route are 
 A change in family needs: applicable mostly to vehicles used for private use only. 
 Vehicle no longer fit for use: applicable mostly to business use vehicles. An unreliable 
vehicle is a headache to the business owner and it sometimes cost money unnecessary, 
therefore this could be a good reason to replace or by new pick-up.  
  A Certain mileage reached:  when the vehicle is old with high mileage it is prone to break 
downs that bring uncertainty to your travelling with that vehicle, to avoid these 
uncertainties buying new or replace the existing vehicle could be a perfect reason. 
 High running cost: cost of maintenance is a reason enough to replace the existing or buy 
a new vehicle. 
 Resale Value: some customers are very particular when comes to the resale value of their 
vehicles as they are not planning to keep their vehicles forever, for those type of 
customers changing the vehicle at a correct time with a correct price is the reason enough 
to change a vehicle. 
One of the considerations when buying a new vehicle is the availability of aftersales support which 
includes the availability of dealerships in your region, availability of spare parts, and availability of 
maintenance and service plans from the manufacturer. More than 75% of customers prefer to repair 
and service their vehicles at an authorised dealer /service centre or workshop.  About 60% of the pick-
up vehicles are with service or maintenance plan and extended warranty (Figure 41: Preferred 
aftersales value adds per model ). 
 The top 5 manufacturers are all offering very similar service intervals, warranty terms and service 
plans. Ford Ranger is offering the highest service interval at 20 000 KM with the rest all offering 15 
000 KM except Toyota Hilux which is at 10 000 KM service intervals. The warranty terms are mostly at 
3 years/100 000 KM except for the Isuzu D-max which is the highest in the pack with 5 years/120 000 
KM. The service plans from all these manufacturers are either 3years or 5years / 90 000 km, however, 
the Ford Ranger has 5 years/100 000KM with roadside assistance. 
These warranty terms and service plans are very critical to when making a decision to purchase a 
specific vehicle. Customers believe that high warranty terms and service plans show that the 
manufacturer is confident about their product and that boost the confidence of the buying customer. 
Service plans also bring relief to the customers as they are not paying for their services until the term 
expires.  For some manufacturers, they offer a complete/ full plan that covers all service and 
maintenance of the vehicle. 
 
5.2.10 Customer satisfaction with current pick-up 
 
In the survey, one of the qualitative aspect of the survey was to find the overall satisfaction of the 
customers with their pick-up vehicles or the vehicles that are offered in the market. The overall 
satisfaction of pick-up customers was very high considering a score of above 9 on a scale of 1-10.  VW 
Amarok was identified as a benchmark for brand quality, comfort and safety features. There were also 
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areas that were identified as areas of worry such as the price of the vehicles and fuel consumption. 
Toyota Hilux scored were well in durability and value for money.  
 
5.3 South African double cab pick-up sales 
 
In 2014 a sales survey was conducted on the premium double cab segment for top 4 selling 
manufactures (VW Amarok, Toyota Hilux, Ford Ranger and Nissan Navara). 2014 sales show that the 
double cab segment was dominated by the Ford Ranger with 15 500 sales units followed closely by 
the Toyota Hilux with 13 900 sales units.  Toyota Hilux was the top-selling pick-up when combining all 
sales including the single cabs and the extended cabs. The 2014 sales also showed that VW Amarok 
sold more double cab vehicles compare to the single cabs of the same brand (MBVans, 2014 Double 
Cab Sales from Major Competitors, 2015).  
All 4 manufacturers sold these vehicles mostly through the dealer network sales channel. This is a 
good sign as that confirm the sustainability and profitability of the dealerships.  There were also some 
sales channels such as government sales channel and rental sales channel. Looking at 2014 double cab 
sales it shows that government sales channel is very important considering that Ford Ranger and 
Toyota Hilux both sold more than 1300 units each. This picture shows the double cab sales to the 
government if the single cabs sales are included the sales are even bigger (MBVans, 2014 Double Cab 
Sales from Major Competitors, 2015). 
Government sales channel include all National departments, Provincial department and local 
municipality departments. Government departments that buying lots of pick-ups include: 
 SAPS – South African police service 
 SANDF – South African National Defence Force 
 SAHD –South African health department (provincials) 
 Local municipalities 
These departments can purchase more than 10 000 pick-ups (double and single cabs) per year. 
 
5.4 Top two selling pick-ups 2018 
 
2018 was also a good year for the pick-up segment with total sales exceeding the 100 000 sales mark. 
The top two selling pick-ups were the Toyota Hilux and Ford Ranger with sales of 40018 and 30141 
units respectively. These two bestselling models have a market share of more than 65%.  The reason 
for this dominant performance is a combination of many factors such as: 
 Brand heritage (Hilux with more than 45 years of existence) 
 Reliability and durability 
 Availability of the dealer network (even on rural provinces) 
 Brand loyalty 
 Availability of aftersales support 
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 Cost of maintenance. 
 
5.5 Mercedes-Benz pick up lead study 
 
Lead studies are focused on identifying potential customers and profiling those customers.  Most of 
the leads are done through computer monitored systems. Leads are one of the simple tools to check 
if the market is responding positively to your product. This lead process was therefore used for the 
introduction of the Mercedes-Benz pick-up.  Leads were generated in many platforms such as social 
media and selected websites (Facebook and Mercedes-Benz website). A number of leads were 
generated from the period between January 2018 and June 2018. Opening a leads platform should be 
carefully timed.  Putting leads too early before vehicle launch can be problematic as most customers 
lose interest if the time is too long before the actual vehicle arrives. 
Process of generating leads is a quick and effective way to reach out to customers, however, most 
traditional customers still prefer to walk into the dealer and have a touch and feel of the vehicle. This 
is clearly demonstrated by the leads generated after the vehicle was launched compare to the leads 
generated before launch (Figure 46: Two months leads for the Pick-up May-June 2018. 
 
 
5.6 Findings  
 
South African pick-up market is exciting and growing. In the last 5 to 10 years there has been so many 
competitors that have entered this segment, some have entered and done very well but there are 
some who have not done well. The outlook is very positive about this segment, although the buying 
patterns are changing in other segments with customers choosing to buy smaller vehicles compare to 
years 2011 -2014. The pick-up customers are still very loyal to this segment and actually, it is the only 
expanding segment except for segments for smaller vehicles.  
 Customers in the pick-up segment are ready for a premium pick-up and all the studies are showing 
that they are also prepared to pay a premium for the correct product.  Currently in this segment  there 
are two  pick-ups that are considered as premium pick-ups namely  the VW Amarok  and Ford Ranger  
Wildtrack  they are both retailing at more than R600 000.  They are both double cabs and selling well.  
When the Mercedes-Benz X-Class is introduced will be competing directly with these competitors.  
With a correct product, the customer will be ready to buy the Mercedes-Benz X-Class, this has been 
proven by the Ford Ranger after it was launched in 2012. It jumped from a market share of below 10% 
to 30% in a single year. It moved from being the 4th bestselling pick-up to be the 2nd best selling product 
beaten by only the Toyota Hilux.  Since then it has maintained the 2nd position for the bestselling pick-
up. 
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The customers prefer the double cab with a standard load bed for their pick-ups. This is actually not 
surprising considering that most customers are either using their vehicles for private use or dual use. 
Customers further prefer their load bins to be covered, with the canopy selected as the best option. 
Most customers in this segment are holding to their vehicles till the 6th year and easily exceed the 250 
000 km mileage, this shows clearly that replacement of these vehicles are not as often as the 
passenger cars however this might be a bit different for customers who use their vehicles for private 
use only. 
The equipment/specification of the vehicle is also important with safety features considered critical 
by most customers. Accessories are also an important feature for pick-up customers, with most pick-
ups fitted with more than one accessory. Roll bars, additional lamps and mud flaps are some of the 
popular accessories. 
Pick-up segment is a diesel segment in South Africa with some manufacturers namely VW Amarok, 
Nissan Navara and Ford Ranger only offering diesel engines. Diesel engines are mostly known for their 
capabilities with high torque output which is high necessity for pulling heavy loads.  It is therefore not 
surprising that more than 70% of the customers are preferring the diesel engines. As it is already 
shown in the previous chapters that the vehicles in this segment are mostly used for dual usage, 
business and private usage.  
 The manual transmission was surprisingly a selected choice for the gearbox. This could mean 
customers do not trust that the automatic transmission that it would be suitable for their operating 
conditions. There is also a perception that Automatic transmission are sluggish and prone to major 
failures when used in stress full conditions such as pulling heavy load. There is also another belief 
within the customers that the automatic transmission becomes more problematic when they get old 
they are expensive to maintain. Since the customers are keeping their vehicles for longer periods in 
most cases more than 6 years and with the perception of costly to maintain an old Automatic 
transmission it is not surprising that the Manual transmission is the transmission of choice.  
The drive type is very closely split between the 2 wheel drive and the selectable 4 wheel drive.  
Customers understand that they don’t always need the 4 wheel drive on the vehicle, however for 
certain situations it is necessary, hence the selectable option than a permanent 4 wheel drive option. 
Also, the permanent 4 wheel drive system turns to have higher fuel consumption compared to the 
other two options namely the 2 wheel drive and the selectable 4 wheel drive. 
 
The study shows that Mercedes-Benz X-Class has a chance to succeed in this market.  Already the 
market has vehicles considered as premium pick-ups and are selling well.  The popular features in this 
segment are: 
 Double cab body style 
 Diesel engines with sufficient power ( average 130 KW) 
 Automatic transmissions of high end models 
 Good standard equipment ( comfort and safety features) 
 Wide range of accessories  ( functionality and  styling  accessories) 
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6.   Chapter Six:   
 
6.1 Conclusion 
 
Understanding a market before developing a new product is a very important aspect in product 
development.  This assists in identifying the need and the gaps in the market and also assist in making 
sure that the product you are about to develop has any prospects of success.  As it has been indicated 
in Chapter 2 that this study is about Mercedes-Benz trying understanding the customer needs in the 
pick-up segment and also understanding the segment in general. The market study that was 
conducted did find out and answer the very critical questions about the segment such as:  “Who” are 
the dominant products in the segment, “who” are the potential customers, “what” are the customer 
needs in this segment. The study further provided an insight into the possible reasons why the market 
is dominated by only a few players 
The study has done reasonably well in answering the research question.  “Who are the dominant 
players”, Toyota Hilux and Ford Ranger were identified as the most dominant products with their 
combined market share stable at about 70% of the pick-up segment. The study has further answered 
the question “who are the potential customer”, three type of customers were identified namely the:  
 Small business owners - famers, small delivery companies and technical skilled business 
people. They need a vehicle that can offer enough loading space with at least one additional 
passenger. The main consideration in this type of customer is a loading space, vehicle 
efficiency, and cost of ownership. The popular cab choice is a single cab with long base load 
bin and a canopy as the cover for the load bin. Their drive train of choice is the diesel engine, 
manual transmission and 2 wheel drive configuration. 
 
  Family oriented person - Young married couples with kids.  Their family need is a spacious 
vehicle with enough luggage space usually used for weekends and holiday times. The 
preferred cab for this type of customer is the double cab with good interior feature such as 
air condition, Radio with media player, electric operating windows and other convenient 
features.  These customers are not very fussy about the drive train any engine type is 
acceptable however they turn to choose automatic transmission for transmission type. This 
customer is most likely to be using the vehicle as a day to day vehicle. 
 
 Adventurous person - An athletic individual who likes to be out doors exploring and trying to 
find new things. This type of customer is more interested to know about the capabilities of 
the vehicle. The vehicle will be most likely be used on weekends or for a special event. The 
drive train of choice is a solid diesel engine, Automatic transmission and a 4X4 drive 
configuration.  The vehicle must be equipped with a tow bar as it will be towing equipment 
such as motor homes for camping, fishing boats and other adventurous equipment.  This type 
of customer does lot of Off-roading and the vehicle can be accessories and modified to suit 
those type of activities. 
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After Mercedes-Benz has done the market analysis, they were positively convinced that the market 
has a gap to be filled by a top luxury pick-up.  I was at this point that the Mercedes-Benz X-Class was 
conceived. 
It is a known fact that Mercedes-Benz is not known in the pick-up segment it was therefore very 
important that they get as much information as possible about this segment. The research study, 
firstly identified the growth potential of this segment globally. It was identified that by the year 2026 
the pick-up has a potential of 3.21 Million sales volumes which is 43% growth compare to year 2016 
sales volume of 2.24 million. With a growth potential of 43% it was therefore not surprising that 
Mercedes-Benz decides to develop a product for that segment. 
After the growth potentials were acknowledged, the next step was to identify which are the key 
markets for this product.  There were 7 key markets that were identified for the Mercedes-Benz X-
Class pick-up.  South Africa was one of the key markets identified. Since it was a key market, a market 
study was to be done in order to understand the market and the segment broadly. As shown in the 
study, South Africa has been consistently selling volumes averaging 98000 units since 2014. One of 
the question that the study seek to answer was “who” the dominant players are. The dominant players 
in the South African pick-up market were identified as the Toyota Hilux and Ford Ranger with their 
market share of more than 65% combined. The study find out that their domination was based on the 
customers perceiving that they are reliable, they are capable and offer good value for money.  Based 
on the findings, it is very important that the Mercedes-Benz X-Class needs to be reliable and capable 
in order to impress the pick-up customers. 
 
South African pick-up market was identified as using mostly diesel engines,  I was therefore very 
important that the Mercedes-Benz X-Class must offer at least a diesel engine in one of the  engine 
offering they were planning.  The average engine power output in the segment is 115 KW, and the 
most popular models in this segment are at a power output of 110 KW-130KW.  
The popular transmission used in this segment was identified as manual transmission with 94% of the 
segment using manual, however it was also discovered that most of the high end models in this 
segment are using automatic transmission. From the competitors used in study the double cab was 
popular cabin type. 
Based on the results from the study, the Mercedes-Benz X-Class will enter in a very competitive 
segment with competitors that are well established in the market with some have well over 50 years 
of market existence. In order for the Mercedes-Benz X-Class to make an impact in this segment they 
need to offer some of the basic offerings in segment such as strong reliable vehicle, proper engines 
including the diesel engine,  both options of manual and automatic transmission and also a double cab 
cabin.  
The study has achieved its main objective of understanding the pick-up segment for the arrival of the 
X-Class pick up. These results will be used by the business during the process of bringing in the first 
Mercedes-Benz pick up to the South African market. 
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6.2  Limitations of the study 
 
The research is a case study based on the study that was done to understand the South African pick-
up market before a Mercedes Benz X-Class pick-up was introduces.  Most of the data used in the 
research is a secondary data.  Secondary data by its nature has some limitations, there’s no guarantee 
that the data you require will be available since the it might happen that the reason to collect the 
primary data are not the same as the current study being conducted.  Even in this case the situation 
was the same, most of the data was not usable or irrelevant to the case study I was working on. 
Most specific data about the X-Class was regarded as company confidential information and could not 
be used for this research.  Due to South Africa’s anti-trust and competition laws it was not possible to 
access the more detailed information about the competitors, especially when it comes to vehicle 
specifications (standard factory options and optional options), pricing positioning and dealer network 
information. Most of the data used was a general information and publicly available data. 
One of the limitations of this study was the lack of academic works done in the automotive industry 
even more so when looking to specific areas of the industry such as identifying and building factory 
standard option of the vehicle, vehicle pricing and positioning.  It is very common that you find 
consumers complaining about the cost of the vehicle and the features are included in the vehicle spec 
and are regarded as unnecessary and expensive.  
Time and resources to conduct first hand data collection was one of the limitations for this study, I 
firmly believe that there is still a lot of academic work need to be done in the pick-up segment.  Most 
of the available work in the automotive industry has been focusing on legislations and making sure 
that the country’s laws are stable and suitable for the manufacturing of vehicles in the country. There 
are absolutely no studies that were conducted that are focusing on the consumers. 
 
6.3  Recommendations for future works 
 
The previous studied done about the automotive industry in South Africa were mostly focusing on 
laws and legislations that allow more multinational companies to come and open manufacturing  
facilities in the country. There are very limited if there are any studies that were conducted to focus 
sorely to the consumers.  
Some of the areas that needs some work are: 
1. How do vehicle manufacturing companies  formulate  standard factory options  - this area 
need attention because, it is very common that you hear consumers complaining about  
unnecessary features that are added as standard option to their vehicles  and sometimes push 
the price of the vehicle to be very high.  With the pick-up segment now shifting away from 
being the work horse and drifting towards a family vehicles it is very important to have 
vehicles that have features that are more family friendly.  With brands like Mercedes-Benz 
which are known for their luxury features it is becoming more important for the studies on 
how the factory options are formulated and how they impact the consumers must be done. 
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2. How do vehicle manufactures formulate the pricing  and how do they position their products 
in the market -  this area need attention  because it would go a long way in trying  to protect 
the consumers from being abused by  vehicle manufactures  with exuberant prices.  There is 
no clear understanding on why product A is priced differently from product B while they offer 
exactly the same feature and functionality. Most vehicle companies are using their band 
reputation to charge the consumers very high prices while the product is not superior.   Prices 
of vehicles in South Africa are very high and we sometimes pay more than the neighbouring 
countries even if the vehicles was built here in South Africa.  A study about the vehicle pricing 
structure is very necessary in South Africa. 
 
  
79 
 
7. References 
 
Agogue, M., Berthet, E., fredberg, T., Masson, P. L., Segrestin, B., Stoetzel, M., . . . Ystrom, A. (2017). 
Explicating the role of innovation intermediaries in the "unknown": a contingency approach. 
Journal of Strategy and Management, Vol. 10(1), pp. 19-39. Retrieved April 26, 2017 
Aho, A.-M., & Uden, L. (2013). Strategic management for product development. Business Process 
Management Journal, Vol.19(4), pp. 680-697. 
Barnes, J., & Black, A. (2013). The Motor Industry Development Programme 1995-2012 : What have 
we learned. International Conference on Manufacturing -led Growth for Employment and 
Equality, pp. 1-38. 
Bause, K., Radimersky, A., Iwanicki, m., & Albers, A. (2014, March 12). Feasibility Studies in the 
Product Development process. Retrieved from Science Direct: 
https://pdf.sciencedirectassets.com/282173/1-s2.0-S2212827114X00107/1-s2.0-
S2212827114006684/main.pdf?X-Amz-Security-
Token=IQoJb3JpZ2luX2VjEFwaCXVzLWVhc3QtMSJHMEUCIDwb%2BDubE2G95TZnO801SVa%
2FZ4XeAIvO76VtB7h%2FEk6nAiEAmlDwedWNnSXoob%2BmNUwqV1UcFLZb2SC07BLZ 
Berg, B. L. (2009). Qualitative Research Methods (7 ed.). Boston: Allyn & Bacon. 
Biemans, W. G., & Harmsen, H. (1995). Overcoming the barriers to market -oriented product 
development. Jounal of Marketing Practice: Applied Marketing Science, Vol 1(2), pp 7-25. 
Blaxter, L., Hughes, C., & Tight, M. (2001). HOW TO RESEARCH 2ND EDITION. Maidenhead: McGraw-
Hill House. 
Boddy, C. R. (2016). Sample size for qualitative research. Qualitative Market research: An 
international journal, Vol. 19(4), pp. 426-432. 
Boslaugh, S. (2007, May). Secondary Data Source for Public Health. Retrieved from Cambridge.org: 
https://www.cambridge.org/za/academic/subjects/statistics-probability/statistics-life-
sciences-medicine-and-health/secondary-data-sources-public-health-practical-
guide?format=PB&isbn=9780521690232 
Bowenkamp, R. D., & Kleiner, B. H. (1987). Industrial Management & Data Systems. How to be a 
Successful Project Manager, Vol. 87(3/4), pp. 3-6. 
Brands, R. (2013, May 21). 8 steps Process Perfects New Product Development. Retrieved from 
Innovation Coach: http://www.innovationcoach.com/2013/05/8-step-process-perfects-
product-development/ 
Branquinho, L. (2019, January 09). SA vehicle sales. Retrieved April 02, 2019, from Wheels24.co.za: 
https://www.wheels24.co.za/News/SA_vehicle_sales/see-toyota-hilux-versus-ford-ranger-
heres-which-bakkie-reigned-supreme-in-2018-20190109 
80 
 
Bubear, R. (2017, October 02). South Africas 10 best selling bakkies of sept 2017. Retrieved 
December 31, 2017, from Carmag: http://www.carmag.co.za/news_post/south-africas-10-
best-selling-bakkies-of-sept-2017/ 
Bubear, R. (2019, January 10). New Vehicle sales in SA: 2018 compared to 2017. Retrieved from 
Carmag.co.za: https://www.carmag.co.za/news/new-vehicle-sales-in-sa-how-2018-
compared-with-2017/ 
Calantone, R. j., & Benedetto, A. D. (2007). Cluctering product launches by price and launch strategy. 
Journal of Business & Industrial Marketing, Vol. 22(1), pp. 4-19. 
Cicmil, S. J. (1997). Critical factors of effective project management. The TQM Magazine, Vol. 9(6), 
pp. 390-396. 
Clough, P., & Nutbrown, C. (2002). A STUDENT'S GUIDE TO METHODOLOGY. London: SAGE 
Publications Company. 
Cravens, D. W., Piercy, N. F., & Prentice, A. (2000). Developing market driven product strategies. 
Journal of Product and Brand Management, Vol. 9(6), pp. 369-388. 
Crescentini, A., & Mainardi, G. (2009). Qualitative research articles: guidelines, suggestions and 
needs. Journal of Workplace learning, Vol. 21(5), pp. 431-439. 
Creswell, J. W. (2003). Research Design - qualitative, Quantitative and Mixed methods approaches (2 
ed.). London: SAGE Publication. 
Cunningham, M., & Clarke, C. (1975). European Journal of Marketing. The Product Management 
Function in Marketing: Some Behavioural Aspects of decision Taking, Vol. 9(2), pp.129-149. 
Denzin, N. K., & Lincoln, Y. S. (2008). The Landscape of Qualitative Research (3 ed.). Los Angeles: 
SAGE Publications. 
Globalfleet. (2019, March 29). top 10 best selling cars. Retrieved from globalfleet.com: 
https://www.globalfleet.com/en/new-energies/europe/analysis/top-10-best-selling-cars-
usa-versus-europe? 
Gopaldas, A. (2016). A front-to-back guide to writing a qualitative research article. Qualitative 
Market Research: An international journal, Vol. 19(1), pp. 115-121. 
Greenhoot, A. F., & Dowsett, C. J. (2013, May 23). Secondary Data Analysis: An important tool for 
addressing developmental questions. Retrieved from researchgate.net: 
https://www.researchgate.net/publication/235225295_Secondary_Data_Analysis_An_Impo
rtant_Tool_for_Addressing_Developmental_Questions 
Gross, U. (2014). International Journal of Operations & Product Management. Fighting the Fire: 
improvisational behavior during the production launch of new products, Vol. 34(6), pp.722-
749. 
Guercini, S. (2014). New qualitative research methodologies in management. Management decision, 
Vol. 52(4), pp. 662-674. 
81 
 
Hart, S. J. (1989). Collection and Analysis of interview data. Marketing Intelligence and Planning, Vol. 
7(5/6), pp. 23-29. 
Hart, S., & Tzokas, N. (2000). New product launch "mix" in growth and mature product markets. 
Benchmarking: An international Journal, Vol.7(5), pp. 389-405. 
Hesse-Biber, S. N. (2010). MIXED MERTHORDS RESEARCH - Merging Theory with Practice. New York: 
The Guilford Press. 
Insight, 2. B. (2015, October 10). 2020 projectmanagement.com. Retrieved December 30, 2017, from 
2020 Business Insight: http://2020projectmanagement.com/2015/10/10-reasons-why-
project-management-matters/ 
Jato. (2019, March 22). X-Class -fullback - Alaskan _ performing-european-pickup-market. Retrieved 
from jato.com: https://www.jato.com/x-class-fullback-alaskan-performing-european-pickup-
market/ 
Jogulu, U. D., & Pansiri, J. (2011). Mixed Methods: a research design for management doctoral 
dissertations. Management research review, vol. 34(6), pp. 678-701. 
Johne, A. (1994). Listening to the Voice of the Market. International Marketing Review, Vol. 11(1), 
pp. 47-59. 
Johnson, R. b., & Onwuegbuzie, A. J. (2004). A Research Paradigm Whose Time Has Come. Mixed 
methods Research, Vol. 33(7), pp. 14-26. 
Johnston, M. P. (2013, december 12). Qualitative and Quantitative Methods in libraries. Retrieved 
from qqml.net: 
http://www.qqml.net/papers/September_2014_Issue/336QQML_Journal_2014_Johnston_S
ept_619-626.pdf 
Kearney, R. E. (1994). Journal of Consumer Marketing. Marketing Management: A simple quize to 
help your company master marketing, Vol. 11(2), pp.55-57. 
Kiel, G. (1984). Maximising Market Research Effectiveness through Data Analysis. Marketing 
Intelligence & Planning, vol. 2(2), pp. 40-50. 
Kucuk, S. (1999). An Engineering Approach to development and Markting of a Commercial product. 
An Engineering Approach to development and Markting of a Commercial product, pp. 1-116. 
Liu, P.-L., & Tsai, C.-H. (2009). Research on the influence of New product design and New Product 
Development Process management on New Product Development Performance in Taiwan's 
Industries. Asian Journal on Quality, Vol. 10(1), pp. 89-106. Retrieved April 26, 2017 
Liu, Y., Cheng, P., & Zhao, D. (2018). New product launch actions and firm performance: The effects 
of breadth complexity and heterogeneity. Chinese Management Studies. 
Maree, J. G. (2007). FIRST STEPS IN RESEARCH. Pretoria: Van Schaik Publishers. 
82 
 
Mathur, G., Jugdev, K., & Fung, T. S. (2013). Project Management Assets and Project management 
performance outcomes. Management Research Review, Vol. 36(2), pp. 112-135. 
Maykut, P., & Morehouse, R. (1994). Beginning Qualitative Research - a philosophic and practical 
guide. London: The Falmer Press. 
May-Plumlee, T., & Little, T. J. (2006). Proactive product development intergrating consumner 
requirements. International Journal of Clothing Science and Technology, Vol. 18(1), pp. 53-
66. 
MBVans. (2012). Country comparison Report. X-Class market study, pp 1-77. 
MBVans. (2012). Market Analysis South Africa. Pick-up Report, pp. 1-72. 
MBVans. (2015). 2014 Double Cab Sales from Major Competitors. Sales Overview, pp. 1- 8. 
MBVans. (2015). Segment overview. Project plan, pp. 1- 43. 
MBVans. (2017). X-Class info package. Marketing document, pp.1-18. 
MBVans. (2018). Marketing campaigns. Lead campaigns, pp. 1-14. 
Merwe, N. V., & Visser, S. S. (2008). Performance management in the South African motor 
manufacturing industry: a framework. Meditari Accountancy Research, Vol.16(2), pp. 189-
211. 
Mund, K., Pieterse, K., & Cameron, S. (2015). Journal of Manufacturing Technology Management. 
Lean product engineering in the South African automotive industry, Vol. 26(5), pp. 703-724. 
Muyengwa, G. (2014). Investigation Of Challenges Faced by Small and Medinum Enterprises in New 
Product Development. Investigation Of Challenges Faced by Small and Medinum Enterprises 
in New Product Development, pp. 125-137. 
Ocasio, W., & Joseph, J. (2015). An Attetion-Based Theory of Strategy Formulation: Linking Micro-
and Macro perpective in Strategy Processes. Strategy process, pp. 39-61. Retrieved April 26, 
2017 
Pheko, S., Bick, G., & Barnardo, C. (2017). Toyota Hilux : How South Africa's top pickup battled 
market challenges. Emerald Emerging Markets Case Studies, Vol.7(4), pp. 1-30. 
Pitot, R. (2011). The South African Automotive Industry, the MIDP and the APDP. NAACAM - The 
South African Automotive Industry, the MIDP and the APDP, p1- p34. 
ProductLifeCycleStages. (2019, October 12). New product development. Retrieved from 
ProductLifeCycleStages: http://productlifecyclestages.com/new-product-development-
stages/ 
Pun, K. F. (2004). A conceptual synergy model of strategy formulation for manufacturing. 
International Journal of Operations & Production management, Vol. 24(9), pp. 903-928. 
Retrieved April 26, 2017 
83 
 
Qu, S. Q., & Dumay, J. (2011). The qualitative research interview. Qualitative Research in Accounting 
& Management, Vol. 8(3), pp. 238-264. 
Quelch, J. A., Farris, P. W., & Olver, J. (1992). Journal Of Product & Brand Management. The Product 
Management Audit, Vol. 1(2), pp.5-18. 
Rajasekar, S. (2013, October 14). Research Methodology. Retrieved from www.arxiv.org: 
https://arxiv.org/pdf/physics/0601009.pdf 
Reid, D. M. (1988). European Journal of Marketing. Towards Effective Product Management, Vol. 
22(5), pp.32-43. 
Remler, D. K., & Ryzin, G. G. (2015). RESEARCH METHODS IN PRACTICE - strategies for description 
and causation (2 ed.). Los Angeles: SAGE Publication. 
Richards, L. (2015). HANDLING QUALITATIVE DATA - a practical guide (3 ed.). London: SAGE 
Publication. 
Rumsey, S. (2004). HOW TO FIND INFORMATION. New York: McGraw-Hill House. 
Savitt, R. (1984). European journal of Marketing. The wheels of Retailing and Retail Product 
Management, Vol. 18(6/7), pp.43-54. 
Scavarda, L. F., Reichhart, A., Hamacher, S., & Holweg, M. (2010). International Journal of Operations 
& Production Management. Managing Product Variety in Emerging Markets, Vol. 30(2), 
pp.205-224. 
Seale, C. (1999). The Quality of Qualitative Research. London: SAGE Publication. 
Section4. (1992). Product Management. Asia Pacific International Journal of Marketing, Vol. 4(2), pp. 
35 -46. 
Selwyn, B. (2018, February 12). January 2018 vehicle sales -Trend in the Australian Motor vehicle 
market. Retrieved March 30, 2019, from Acaresearch.com.au: 
https://www.acaresearch.com.au/australian-market-research-blog/january-2018-vehicle-
sales-trends-in-the-australian-motor-vehicle-market 
Sharp, B. M. (1993). Managing Brand Extension. Journal of Consummer Marketing, Vol. 10(3), pp. 11-
17. 
Sittig, A. (2012). 7 Best Practices for New Product Introduction. Retrieved December 30, 2017, from 
Arena Solutions: https://www.arenasolutions.com/blog/post/best-practices-new-product-
introduction/ 
Smith, C. (2017, January 09). SA Auto Industry in for another bumpy year. Retrieved from fin24.com: 
https://www.fin24.com/Economy/sa-auto-industry-in-for-another-bumpy-year-naamsa-
20170109 
Smith, S. (2018). Car Magazine SA. Cape Town: Car Magazine. 
84 
 
Sondergaard, H. A., & Harmsen, H. (2007). Using market information in product development. 
Journal of consummer Marketing, Vol. 24(4), pp. 194-201. 
Statista. (2019, january 27). largest automobile market. Retrieved from statista.com: 
https://www.statista.com/statistics/269872/largest-automobile-markets-worldwide-based-
on-new-car-registrations/ 
Tournois, L., & Chanaron, J. J. (2018). Car crisis and renewal: How Mercedes succeeded with the A-
Class. Journal of Business strategy, Vol.39(1), pp. 3-14. 
Trim, P., & Pan, H. (2005). A new product launch strategy (NPLS) model for pharmaceutical 
companies. European Business Review, Vol. 17(4), pp. 325-339. 
Vermeulen, N. W. (2017). Quarterly review of business condition: New motor vehicle manufacturing 
industry / Automotive sector: 1st quarter 2017. NAAMSA : Automotive sector: 1st quarter 
2017, PP. 1-7. 
VFACTS. (2019, March 28). vfacts-2018-winners and losers. Retrieved from carsales.com.au: 
https://www.carsales.com.au/editorial/details/vfacts-2018-winners-and-losers-
110434/?&tracking=dsa&gclid=EAIaIQobChMIjKGg1Zex4QIVmOF3Ch38_wDLEAAYASAAEgJU
2vD_BwE 
Warren, E. J. (1992). The interface between R&D, Marketing and Markerting research in New 
Product-Development. Journal of Product & Brand Management, Vol. 1(1), pp. 15-25. 
Retrieved April 26, 2017 
Wheels24. (2019, March 29). 2018 sales Hilux vs Ranger. Retrieved from Wheels 24: 
http://wheels24.co.za 
White, P. (2009). Developing Research Questions - a guide for social science. Hampshire: Palgrave 
Macmillan. 
Whitehead, J. (1988). Industrial Management & Data System. Market Analysis - The Holistic 
Approach To Marketing, Vol. 88(5/6), pp.18-20. 
Wikipedia. (2019, March 29). Automotive_industry. Retrieved from Wikipedia.org: 
https://en.wikipedia.org/wiki/Automotive_industry 
Zairi, M. (1995). Benchmarking Innovation for Best Practice. World Class design to Manufacture, Vol. 
2(3), pp. 33-40. Retrieved April 26, 2017 
  
85 
 
8.  Appendices 
8.1 Appendix A:  Questionnaire 
 
Questionnaire 
01 Which line of the model did you buy 
02 Did you buy a prebuilt from the dealer's stock or did you order it according to your wishes 
03 Was the vehicle purchased cash, leased or financed 
04 What was the purchase price 
05 Does the price include or exclude value-added tax 
06 What is your monthly leasing rate 
07 How did you register your (quota vehicle) 
08 What fuel type does your ( quota vehicle) have 
09 What is the engine power of your (quota vehicle) either in KW or Horsepower 
10 What transmission does your (quota vehicle) have 
11 
Does your (quota vehicle) have a 2 wheel drive, permanent 4 wheel drive or switchable 4 
wheel drive 
12 What type of cabin does your pick-up have 
13 How many seats- including driver's seat, did your vehicle have on the delivery 
14 
Do you have a double passenger seat in the front of your vehicle, that means a combined seat 
for two passengers and one seat for the driver 
15 
What is the maximum gross vehicle weight, in other words, the sum of the cab weight ( 
empty vehicle) plus the maximum weight of passengers and cargo 
16 
Did you purchase your pick-up with a standard load bed,  a chassis with a tray, a chassis or 
chassis with special body 
17 What type of body does your chassis have 
18 how is your vehicle equipped regarding the following topic 
19 Which cover of your loading bed do you have ( accessories cover) 
20 What kind of floor covering does your loading bed have 
21 Is the navigation system a built-in navigation system or a mobile navigation system 
22 what is the maximum towing capacity for your tow-bar 
23 Is your tow-bar fixed, detachable or swivel-mounted 
24 Does your (quota vehicle) have any modifications or fittings?  
25 Did you install these yourself? (modifications or fittings) 
26 How important is it for you that you can modify/upgrade your pick-up 
27 
To what percentage is the (quota vehicle) used for business purposes, private purposes or 
commuting to work 
28 So overall, vehicle is used to (xy %) ( % commuting , % private purpose) 
29 Who usually drives the ( quota vehicle) 
30 And how often does each person drives this vehicle 
31 What is usually transported with the (quota vehicle) 
32 For what business purpose is the pick-up used 
33 For which of the following special purposes is the pick-up used 
34 For which private purpose is the pick-up used 
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35 How many days a week including weekend is the vehicle in use on average 
36 How many kilometres is the vehicle normally driven per year 
37 In general, what share of this is, in percentage would be spent on following types of roads 
38 How often is the 4 wheel drive really needed and used 
39 How many persons usually travel in the vehicle, please give a number including the driver 
40 Who is usually carried in this vehicle besides the driver 
41 And how often does each of these persons ride in this vehicle 
42 how much time per day is the vehicle actually moving, on average 
43 
please tell the average number of stops that are made on a typical day, deliveries, customer 
visits, visiting locations or everyday duties 
44 Is the cabin used as a recreation space, e.g. for breaks during the day 
45 How often is the(quota vehicle) loaded or unloaded on a typical day 
46 Is any equipment used to assist the loading or unloading of the vehicle 
47 What is used to assist the loading and unloading 
48 which of the following items are usually in the cabin 
49 Which item and or animal are usually transported on the loading bed of the (quota vehicle) 
50 How often is the maximum payload utilized 
51 How often is the trailer towed 
52 What is mainly transported/towed with the trailer 
53 How often is the maximum towing capacity used 
54 Is the vehicle's towing capacity sufficient 
55 How much towing capacity would you like 
56 How often is the  pick-up used for camping 
57 Which of the following is used when camping with your pick-up 
58 
Overall how satisfied are you with your (quota vehicle) please score 1-10 rating  - 1 means 
dissatisfied and 10 completely satisfied 
59 
please tell, based on your general evaluation of your (quota vehicle) how satisfied you are  
with the following aspects of your pick-up 
60 
Thinking back to the purchasing decision of your (quota vehicle) please tell, who was involved 
in the decision-making process to purchase besides yourself 
61 
when buying your (quota vehicle) did you also consider buying an SUV or a VAN / light 
commercial vehicle 
62 What were the main reasons for purchasing your pick-up 
63 Where did you buy your (quota vehicle) 
64 Does the dealer sell only one brand or several brands 
65 
Did you buy your (quota vehicle) in order to replace another vehicle, in order to have an 
additional vehicle to one or more already existing vehicles  or didn’t have a vehicle before 
66 Was the vehicle that you replace a pick-up, passenger car, van or SUV 
67 What make or model was your previous vehicle 
68 
Your previous vehicle was of another make or model, why didn’t you select this make or 
model 
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69 
please tell the makes and models of other vehicles you also considered before you finally 
decided to buy your (quota vehicle) 
70 please tell where you usually take your (quota vehicle) for maintenance or service 
71 Do you have an extended warranty 
72 Do you have a service or maintenance plan/contract 
73 which plan/ contract do you have 
74 Is it included in the monthly leasing rate or purchase price 
75 what is the reason/s for you to replace the existing vehicle 
76 How many years do you usually drive your pick-up until you exchange it for a new vehicle 
77 how many kilometres do you drive until a replacement 
78 For your next vehicle would you take a pick-up into consideration 
79 why not 
80 would you consider a pickup with an alternative engine/fuel for your next purchase 
81 Which of the alternative engines/ fuels would be your favourite 
82 What kind of drive do you prefer for your next pick-up 
83 which makes would you consider for your next pick-up purchase 
84 
Assuming the brands Audi, BMW or Mercedes-Benz manufacture pick-ups, which brand 
would you buy pick-up  or would you not buy a pickup of these three brands 
85 Is it important for you in which country the pick-up is manufactured 
86 Which country would be your first choice 
87 Is the company a private company or public company 
88 How many employees work at your operating site 
89 we will assign your company to an official trade sector by using the following specifications 
90 What is the geographic scope of your business/organization 
91 How much turnover did your company generate in the trading year 2011 
92 where is your company located 
93 How many pick-ups did you acquire in the last two years 
94 How big is your entire fleet, including all passenger cars, pickups, Vans and how many trucks 
95 Which brand of vehicles ( except pickups) are to be found in your fleet 
96 Do all of your pickups have the same type of cabin 
97 what type of cabin do your pickup have, please indicate each type 
98 How many vehicles do you have in your household, including (quota vehicle) 
99 What make and model is the other vehicle that you have, other than the (quota vehicle) 
100 Is the (quota vehicle) the vehicles that are mostly used in your household 
101   
102 Gender of interviewee 
103 In which year were you born 
104 How many persons including yourself live in your household 
105 
Of the people living in your household, how many are adults (18 and above), children 0-3 
year, children 4-6 years, children 7-12 years and children 13-17 years? 
106 In what kind of area do you live 
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107 what is the highest level of education that you have 
108 Did you complete an apprenticeship 
109 what type of apprenticeship did you complete 
110 What is your role in your company 
111 What is your current occupation 
112 In which industry are you working 
113 Which of the following activities and hobbies do you usually do in your free time 
114 Do you use your pickup for any of these activities 
115 
If you add together the monthly net income of each member of your household including 
yours- that would be the total monthly household income after tax and social security 
contributions - into which category would your monthly household income fall? please also 
include retirement benefits, pensions and any other earnings 
116 which of the following describes the best image that you have of a pick-up 
117 in which region was the interview conducted 
 
